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BAR-NUN ‘Auto-Check’’ Can Lines 


Stop costly overweights 
Stop spillage loss 


Keep packaging on schedule 
with minimum supervision 
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» 
Ray-Nox Coffee Roasters 
and Ideal Coolers 


SAVE COFFEE 


New Series 100 Bar-Nun “‘Auto-Check” Weighers stop costly 
overweights. One-pound weights of any coffee grind—fine, drip 
or regular—are weighed within 1/64 ounce plus or minus, No 
coffee loss through spillage, either, The cans are densely packed 
while stationary and held firmly in position by enclosing funnels 


SAVE PACKAGING TIME AND LABOR 


Only occasional supervision is sufficient to check the accuracy of 
the weighers and correct functioning of the line. All operations 
of conveying, indexing, weighing and packing are automatically 
sequenced—and protected by interlocking controls. An exclusive 
Bar-Nun production advantage: each weighing and packing station 
operates independently, can be out of operation for cleaning or 
adjustment while the rest of the line is speeded up to maintain 
packaging schedules. 


These Bar-Nun features cut vacuum can (or jar) packing 
costs—and make a smoother functioning packaging department 
Bar-Nun Can Lines are available in models to deliver up to 200 
per minute sustained production. Write for details on the model 
that meets your requirements, without any obligation 


ele B.F GumpPe Co. 


write for literature on Engineers and Manufacturers Since 1872 


Gump Coffee Plant Equipment 
1312 SOUTH CICERO AVENUE CHICAGO 50, ILLINOIS 
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CAN YOU AFFORD TO BE WITHOUT 
“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY”? 


For importers and roasters in consuming coun- 
tries, ‘Advances in Coffee Production Technology” 
holds clues to the future of the product on which 


their business is based. 


For coffee growers, shippers, their organizations 
and governments, the book puts between two covers 
material affecting many immediate and long range 


aspects of coffee growing. 


For libraries and research organizations, it is 
an important source of information on a vital com- 


modity. 


‘Advances in Coffee Production Technology” is 
a worldwide summary of coffee research. It outlines 
existing knowledge and shows the direction of ef- 
forts to extend that knowledge. Top coffee scientists 
cooperated in preparing the material and consider 


it an important working tool. 


This is the material in the special November, 
1958, issue of Coffee & Tea Industries (formerly 
The Spice Mill) which immediately became one of 
the most widely sought after publications to appear 


in this industry. 


“Advances in Coffee Production Technology” 
will be a 96-page book, 9” x 12”. Publication will 
be mid-April, 1959. Price is $3.00 per copy. 
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Use the coupon below to place your order. 


Simply remit $3.00 per copy, with coupon. 





COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 


106 Water Street, New York 5, N. Y. 


Use this coupon to order 


your copies of 


“Advances in Coffee Name 


Production Technology” 


Attached find $ for 
in Coffee Production Technology’ at $3.00 each. 


Address 


copies of ‘Advances 
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Iced Coffee Cools the Air Waves! 


These NBC radio stations will carry the Bureau’ Ss 


&=SEEICED COFFEE JINGLES == 


Starting June 1. Check the stations in your sales 
areas and tie-in with your own brand messages. 


Eastern Time Zone 


STATION 


WSAN: 
WLOS: 

WSB: 
WBIA: 
WRDO: 
WBAL: 
WLBZ: 
WINR: 
WHIS: 
WEZE: 
WOPI: 
WGR: 
WTMA: 
W KAZ: 
wsoc: 
WINA: 
WDEF: 
WLW: 
WBOY: 
WIJW: 

WIS: 
WDAK: 
WTBO: 
WW): 
WEST: 
WENY: 
WICU: 
WFODF: 
WIRA: 
WRUF: 
woop: 
WFBC: 
WCRS: 
WVEC: 
WKBO: 
WSVA: 
WTIC: 
WAZL: 
WHDF: 
WSAZ: 
WJAX: 
WJAC: 
WKNE: 
WKPT: 
WATE: 
WLAK: 
WGAL: 
WJIM: 
WMRF: 
WREL: 
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CITY AND STATE 
Allentown, Pa. 
Asheville, N. C. 
Atlanta, Ga. 
Augusta, Ga 
Augusta, Me. 
Baltimore, Md. 
Bangor, Me. 
Binghamton, N. Y. 
Bluefield, W. Va. 
Boston, Mass. 
Bristol, Va. 
Buffalo, N. Y. 
Charleston, S. C. 
Charleston, W. Va. 
Charlotte, N. C. 
Charlottesville, Va 
Chattanooga, Tenn 
Cincinnati, Ohio 
Clarksburg, W. Va 
Cleveland, Ohio 
Columbia, S. C. 
Columbus, Ga. 
Cumberland, Md 
Detroit, Mich 
Easton, Pa 

Elmira, N. Y 

Erie, Pa. 

Flint, Mich. 

Ft. Pierce, Fla 
Gainesville, Fla. 
Grand Rapids, Mich 
Greenville, S. C 
Greenwood, S. C 
Hampton, Va. 
Harrisburg, Pa. 
Harrisonburg, Va. 
Hartford, Conn. 
Hazleton, Pa. 
Houghton, Mich. 
Huntington, W. Va. 
Jacksonville, Fla. 
Johnstown, Pa 
Keene, N. H. 
Kingsport, Tenn. 
Knoxville, Tenn. 
Lakeland, Fla. 
Lancaster, Pa. 
Lansing, Mich. 
Lewistown, Pa. 
Lexington, W. Va. 
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Eastern Time Zone 
STATION CITY AND STATE 
WMVA: Martinsville, Va 
WCKR: Miami, Fla. 

WAJR: Morgantown, W. Va. 
WRCA: New York, N. Y. 
WAVY: Norfolk, Va. 
WTMC: Ocala, Fla. 

WKRzZ: Oil City, Pa. 
WJMA: Orange, Va. 

WKIS: Orlando, Fla. 
WRCV: Philadelphia, Pa. 
WAMP: Pittsburgh, Pa. 
WCSH: Portland, Me 
WJAR: Providence, R. |. 
WPTF: Raleigh, N. C. 
WRAW: Reading, Pa. 
WLEE: Richmond, Va. 

WSLS: Roanoke, Va. 
WHAM: Rochester, N. Y. 
WSAM: Saginaw, Mich. 
WSAV: Savannah, Ga. 

WGY: Schenectady, N. Y. 
WSCR: Scranton, Pa. 
WORD: Spartanburg, S. C 
WSYR: Syracuse, N. Y. 
WELA: Tampa, Fla. 
WSPD: Toledo, Ohio 
WTCM: Traverse City, Mich. 
WATZ: Alpena, Mich. 
WATT: Cadillac, Mich. 

W MBN: Petoskey, Mich. 
WTTM: Trenton, N. J. 

WRC: Washington, D. C 
WEIR: Weirton, W. Va. 
WEAT: 
WBRE: 
WRAK: 
WDEL: 

WSJS: 
WAAB: 
WORK: 
WFMJ: 
WHIZ: 


Wilkes-Barre, Pa 
Williamsport, Pa 
Wilmington, Del. 
Winston-Salem, N. C 
Worcester, Mass 
York, Pa. 
Youngstown, Ohio 
Zanesville, Ohio 


Central Time Zone 


KSYL: Alexandria, La. 
KVLF: Alpine, Tex. 
KGNC: Amarillo, Tex. 
WJBO: Baton Rouge, La. 
WAPI: Birmingham, Ala. 
KFYR: Bismarck, N. D. 


West Palm Beach, Fla 


Central Time Zone 


STATION 


WMAQ: 
WFAA: 
WBAP: 

woc: 
WHO: 

WDSM: 
WEAU: 
WTRC: 
WGBF: 
WDAY: 
WKJG: 

KIUL: 
KVGB: 

WGRM: 
WFOR: 

WMFG: 

KPRC: 
KIJV: 

KWBW: 
WIRE: 
WJDX: 
WDAF: 

WKBH: 
KVOL: 

KPLC: 

WAML: 
KARK: 
WAVE: 
KCBD: 
WIBA: 
KYSM: 

WMAM: 
WwMc: 

WIM): 
KSTP: 
WALA: 
KMLB: 

WHHY: 

WSM: 
WMIS: 
WDSU: 
KODY: 

KRIG: 

WKY: 

KFAB: 
WDXR: 

KIUN: 
WCOA: 
WEEK: 
KOAM: 


CITY AND STATE 
Chicago, III. 
Dallas, Tex. 

Ft. Worth, Tex. 
Davenport, lowa 
Des Moines, lowa 
Duluth-Superior, Minn 
Eau Claire, Wis. 
Elkhart, Ind. 
Evansville, Ind. 
Fargo, N. D. 

Ft. Wayne, Ind. 
Garden City, Kans. 
Great Bend, Kans. 
Greenwood, Miss. 
Hattiesburg, Miss. 
Hibbing, Minn 
Houston, Tex 
Huron, S. D 
Hutciirison, Kans. 
Indianapolis, Ind. 
Jackson, Miss 
Kansas City, Mo 
La Crosse, Wis 
Lafayette, La. 
Lake Charles, La. 
Laurel, Miss. 
Little Rock, Ark. 
Louisville, Ky. 
Lubbock, Tex. 
Madison, Wis 
Mankato, Minn. 
Marinette, Wis. 
Memphis, Tenn. 
Milwaukee, Wis 
Minneapolis-St. Paul, Minn 
Mobile, Ala. 
Monroe, La. 
Montgomery, Ala 
Nashville, Tenn 
Natchez, Miss. 
New Orleans, La. 
North Platte, Neb. 
Odessa, Tex. 
Oklahoma City, Okla. 
Omaha, Neb. 
Paducah, Ky. 
Pecos, Tex. 
Pensacola, Fla. 
Peoria, III. 
Pittsburg, Kans. 


Central Time Zone 
STATION CITY AND STATE 
KROC: Rochester, Minn. 
KFAM: St. Cloud, Minn 
KSD: St. Louis, Mo 
WOAI: San Antonio, Tex 
WHBB: Selma, Ala. 
KENT: Shreveport, La. 
KELO: Sioux Falls, S. D. 
WMAY: Springfield, III 
KGBX: Springfield, Mo. 
KVOO: Tulsa, Okla. 
WHLB: Virginia, Minn. 
WSAU: Wausau, Wis. 
KRGV: Weslaco, Tex. 


Mountain Time Zone 


KOB: 
KGHL: 
KIDO: 
KXLF: 
KSUB: 
KOA: 
KAWT: 
KTSM: 


Billings, Mont 
Boise, Ida. 
Butte, Mont. 
Cedar City, Utah 
Denver, Colo. 
Douglas, Ariz. 
El Paso, Tex. 
KCLS: Flagstaff, Ariz. 
KIKO: Globe, Ariz. 

: Great Falls, Mont. 

: Havre, Mont. 

: Helena, Mont 


PAN-AMERICAN COFFEE BUREAU 
120 Wall St., New York 5, N.Y., Dept. A 


Gentlemen: 


I have not yet received your sample 
Merchandising Kit. 


Iced Coffee 


send me one today, 
menu tip-ons, newspaper mats, radio and 


TV materials. 


ADDRESS 


Albuquerque, N. M. 


containing banners, 


Mountain Time Zone 
STATION CITY AND STATE 
KGEZ: Kalispell, Mont. 
KXLL: Missoula, Mont. 
KTAR: Phoenix, Ariz. 
KSEI: Pocatello, Ida. 
KYCA: Prescott, Ariz 
KXLQ: Bozeman, Mont. 
KSWS: Roswell, N. M 
KDYL: Salt Lake City, Utah 
KCNA: Tucson, Ariz 
KTFI: Twin Falls, Ida. 
KYUM: Yuma, Ariz. 


Pacific Time Zone 
KUGN: Eugene, Ore 
KM3J: Fresno, Cal 
KORK: Las Vegas, Nev 
KFI: Los Angeles, Cal 
KMED: Medford, Ore 
KGON: Portland, Ore 
KOH: Reno, Nev. 
KCRA: Sacramento, Cal 
KBZY: Salem, Ore. 
KTMS: Santa Barbara, Cal 
KFSD: San Diego, Cal 
KNBC: San Francisco, Cal 
: Seattle, Wash 
: Spokane, Wash 
: Yakima, Wash 


Please 





Stir up your 
iced coffee sales 


_with this additional 
CANCO assist 


OFFICIALLY RECOMMENDED DIRECTIONS OF THE COFFEE BREWING INSTITUTE \ \ 
_ Start with clean coffee maker, fresh coffee and fresh cold water. 


Directions for 


proper brewing” 
quick METHOD: Brew extra strength coffee by using % measur- 
ing cup (4 02z) : (4 02) of water to one standard coffee measure (2 level printed on UTR 


measuring tbls.) Pour hot over ice cubes. 


PRE-COOLED METHOD: Brew regular strength coffee. % measuring , white 
cup (6 oz) of water to one standard coffee measure. Chill in re- Kitchen 


frigerator in tightly covered container. Serve cold over ice cubes. y ” 
Billboard 





fj 


COFFEE ICE CUBE METHOD: Prepare as in Pre-cooled method. Wh 





*Officially approved directions of the Coffee Brewing Institute 


Housewives just can’t misplace the instructions on Canco’s new 
‘Kitchen Billboard.’’ And they'll get perfect iced coffee every time. 


This summer, folks who enjoy fresh iced to boost slack season sales of your brand — 
coffee—thanks to Canco’s famous vacuum — at a CANCO-shared cost! 





pack cans—will enjoy it even more. Your 
Participation by the industry is rapidly increasing— 
ARE YOU CONTRIBUTING YOUR SHARE 
to the coffee industry's promotion of Iced Coffee? 


coffee will be brewed to perfection accord- 
ing to the precise instructions on this new 
printed lid! Don’t miss this unique chance 


canedy A M 2 R CA \ CA \ C 0 vi PA NY Pec tine oS cisco 
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“HOT ON 
ARRIVAL” 


That’s how you deliver 
fresh, stimulating coffee 
when you insist on 


ro---------- 
l 
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CECILWARE ' 
‘COFFEE CARRIERS! 


| designed exclusively for coffee | 


Make coffee when convenient — Serve 
when needed, sure in the knowledge 
that Cecilware’s proved-in-the-field 
double walled fiber glass insulation 
keeps the brew hot 30%, longer. Noth- 
ing is so satisfying as piping hot coffee 
and that’s what Cecilware carriers 
deliver by the gallon no matter how 
long and how far the trek may be. Talk 
to your equipment dealer now! 


Cecilware stainless steel coffee carriers with 
fiber glass insulation are available with from 
1/2 to 10 gallon capacity. Prices start at $69 


Please write for a copy of our latest catalog 


CECILWARE-COMMODORE 


PRODUCTS CORPORATION 


Since 1911, more than a million 
Cecilware-Commodore products in use 


199 LAFAYETTE STREET » NEW YORK 12, N. Y. 


7 





DOES IT PAY TO DISPOSE 
OF CHAFF THE BURNS WAY 


COOLER 
COLLECTORS 


~~. 


STONER 
COLLECTORS 
CENTRAL CHAFF 
— SUCTION COLLECTOR 


ROASTER COLLECTORS 


BECAUSE THE BURNS WAY 


ommmmmmms (S (fhe Automatic Way 
amu | 2 Efficient Way 


rm 


ommuumummes | fe ECOnomical Way 


THE TOMATIC WA . A BURNS Chaff Removal System can be installed to 
automatically collect ont discharge directly to a Burns Chaff Incinerator, regular 
or Smokeless. 


THE EFFICIENT WAY ...A BURNS Chaff Removal System eliminates all emp- 
bine operations, handling of waste products, and cleaning up spillage. 


HE ECONOMICAL WAY ...A BURNS Chaff Removal System allows you to con- 
centrate your labor and your labor costs on production not on profitless waste 
materials. 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 


600 WEST 4344 STREET ” NEW YORK 36, N.Y. 





coffee and tea patents 
for 1958 





By OLIVER S. NORTH 


Copies of United States patents maj be purchased at 2¢ 
each from The Commissioner of Patents, Washington 25, 


Dee, 


Coffee Roasting 


To improve its quality, William J. Hale roasts cottee in the 
presence of or in contact with a non-toxic porphyrin-type 
compound which has a selective and beneficial action on 
certain undesirable components of the beans. In particular, 
the percentages of deleterious trigonelline and chlorogenic 
acid are markedly reduced. (U.S. 2,824,805, assigned to 
Verdurin Co. Feb. 25, 1958.) 


Hans Jenny retains vitamin C and aroma by roasting the 
coffee beans, allowing them to cool to about 40 C., and 
subjecting them to partial vacuum simultaneously with con- 
tinuous removal of roasting gases and aqueous vapors. The 
beans are constantly cooled and allowed to complete the 
roasting in the dry state. (U.S. 2,834,680, May 13, 1958). 
Mr. Jenny, a Swiss citizen, also was granted a British patent 
on this same method. (Brit. 788,724, Jan. 8, 1958.) 

Hans Walter Bach improves the aroma of and stabilizes 
unground roasted coffee beans by spraying them from below 
with liquid carbon monoxide, which shock cools the beans; 
The 


shock closes the pores of the beans so that they retain their 


thereafter, carbon dioxide is evaporated off. cold 
aroma and do not take up moisture during storage. (U. S. 
2,355,313, O€k. 7; 1958;) 


Franz Schytil describes a coffee roasting apparatus that 
utilizes the fluid bed principle and has marked technical 
and economical advantages. (U.S. 2,857,683, assigned to 
Metallgesellschaft A.G., Oct. 28, 1958.) 


According to Ernst Heimbs and Walter Kangro, coffee or 
similar foodstuffs can be uniformly and efficiently heated 
and roasted in a fluidized bed by their described process. 
(U.S, 2,859,116, assigned to Heimbs & Son, Nov. 4, 1958.) 


Coffee Extracts 


Fletcher A. Chase and Samuel Lee improve the flavor 
of a soluble solid coffee extract by adding a soluble carbo- 
hydrate to a concentrated aqueous coffee extract, evaporating 
the extract to dryness, and heating the residue to 135-225. C. 
for three to five hours. The instant coffee product obtained 
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has improved flavor, body, and aroma. (U.S. 2,826,504, 
assigned to American Home Products ¢ orp., Mar. 11, 1958.) 


Fletcher A. Chase and Samuel Lee describe a process for 
wet-roasting green coffee, forming an aqueous extract there- 
from, and evaporating the extract to produce an instant 
iS 25 
May 


coffee product or product suitable for blending. 
833,653, assigned to American Home Products Corp., 
6, 1958.) 


Sydney N. Baruch combines the aroma-bearing constituents 
of roasting coffee with ground or powdered coffee by 
charging the two materials electrostatically with induced 
charges of opposite polarity, and then introducing them to 
an electrically neutral field where they can be attracted to 
each other. (U.S, 2,845,351, July 29, 1958.) 


In a new method for producing an aqueous concentrated 
coffee extract from raw coffee beans, Michele Bonotto heats 
a quantity of beans to 200-212 F. 
The 


beans is separately concentrated and treated with an oxygen 


and a second portion to 


roasting temperature. extract from each portion of 
source at low temperature. The two extracts are then com- 
bined to produce a fully-flavored product. (U.S. 2,863,774, 
one-half assigned to McCormick & Co., Inc., and one-half 
to Reginald M. Webster, Joseph Gola, Jr., and Michele Bon- 


otto, Dec. 9, 1958.) 


Tea or coffee flavor retention during storage 


Harry A. Toulmin, Jr., describes the making of coffec 
or tea concentrate in particulate form, the particles of which 
The 
particles retain their flavor, potency, aroma and vitamin 
2,864,707, 


are protected with a thin film of water-soluble dextran 


content during shipping and storage (U.S 


assigned to Union Carbide Corp., Dec. 16, 1958.) 


Tea extract 


Irving I. Herz makes a cold water soluble tea essence con 
centrate (suitable for making iced tea) by brewing or 
percolating tea leaves in hot water, dissolving therein anhy 
drous sodium bisulfite or similar compound, and concen 
trating the resulting tea essence by evaporation or spray 
drying. (U.S. 2,831,772, assigned to Afico S. A., Apr. 22, 
1958. ) 


on page 42) 





ROBUSTA 
COFFEE 
from 


IVORY COAST 


@ Increasingly popular because of uniform blend- 
ing quality. 
cy tp GE TEE ge : 
Fa My. y 
it @ Quality assured through modern preparation. 


CHAMBER OF COMMERCE 


P.O. BOX 1399, ABIDJAN 
IVORY COAST, FRENCH W. AFRICA 


United States Representative 

French Overseas Territories Division 
Commercial Counselor to the French Embassy 
610 Fifth Avenue, N. Y. 20, N. Y. 

Cl 5-7974 


Top photo shows a view of the modern city of Abidjan, the main port of Ivory Coast. The second photo illustrates 
a typical coffee tree nursery in the interior. The third photo pictures the spraying of coffee trees with up-to-date 
equipment. On the lower left is shown a native type drying bed, although the more modern method of drying on 
concrete is widely used. The center picture illustrates one of the mobile hulling units in use in Ivory Coast. On the 
right is shown one of the new cleaning and warehousing plants in Abidjan. 
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1959 Convention 


PACIFIC COAST COFFEE ASSOCTA TION 


A Coffee & Tea Industries ‘‘Fact Reference’? Section 








the changing scene 





By WELDON H. EMIGH, President 
Pacific Coast Coffee Association 


I have been asked by our trade magazine editors to com- 
pose an article. As president of the Pacific Coast Coffee As- 
sociation, it would seem that I should give a lot of figures 
on imports, or possibly outline the activities of our com- 
mittees, or perhaps give some lengthy dissertation on the 
accomplishments of our as- 
sociation during the past year. 

Frankly, all these ideas leave 
me rather cold. 

What 
more interesting, 
nitely much more nostalgic, 


strikes me as much 
and defi- 
came to me as I walked up 
the street on the way to my 
of fice. 

On _ the Call- 
fornia and Davis Streets they 


corner of 


are presently erecting a 20- 

odd story steel building. Back 

in June, 1921, when I was starting in the coffee business, 
the firm of C. E. Bickford & Co. was located just about 
in the center of the site of this enormous new structure 
Looking back on this memory prompts me to refresh yours 
with some of the changes which have taken place on our 
beloved California Street in the past many years. My ex- 
periences do not go back nearly as far as many of the men 
still in the coffee business, so, therefore, I apologize for 
not being able to include many of the items which they, 
no doubt, can recall. 

Many of our green coffee offices have moved from one 
place to another over the years, but with the various moves 
there still seems to be a magnetic attraction enjoyed by 
“the Street,’ and while it may not actually be a necessity 
to locate right on California Street, it seems to me that to 
be very far away would mean the loss of a certain amount 
of intermingling with friendly competitors, but more im- 
portantly, to lose “touch” with what is going on from 
day to day. 


MAY }Qr0 


There have been instances of some of our oldtime firms 
dissolving and others completely removing themselves from 
our coffee section. I must confess that it is rather sad to 
pass sections of this street from Drumm Street to Sansome 
Street, and note the absence of certain firm names on the 


doorways and windows. There have been some new ones 


added, too. 


Over the years, we have seen some changes in locations 
of roasters’ plants, also, and their personnel is certainly 
from what it was some 20 or 30 


different in manpower 


years ago. Being in the other group of our industry, as 
distinct from the roasters, I would not attempt to enumerate 
the changes, but I imagine the same percentage would apply 
as to the “greens.” 

Several of our beloved characters who were actually re 
sponsible for the steady and glorious growth of the coffee 
industry here have either passed on, or are retired from 
business. Fortunately, most of those retired make it a point 
to keep up their contact with those of us who are still 
active, and I certainly hope they continue to do so, as we are 
always glad to see them. This eve applies to retired buyers! 

As the old buildings are torn down to make way for 
new modern skyscrappers in our booming West, many more 
firms will be forced to change their addresses. With their 
departure from the old stamping grounds, there will be a 
momentary flash of memory, then probably, unfortunately, 
almost a complete forgetfulness of the part they have played 
in our industry's growth and success. 

No doubt our other ports on the 
Angeles, Portland, Seattle and Vancouver 
changes, both in locations of coffee firms and in the per- 
sonnel connected with their industry. 


Pacific Coast Los 
have seen similar 


Fortunately, no matter what changes occur, we manage to 
retain some of the “Old Guard” while adding many fine 
young men to our industry, so that it still seems to be in 
good hands. 

Gives us oldtimers a very pleasant feeling, doesn't it? 





PCCA Convention — Program 


Midway Point, near Del Monte Lodge, PCCA convention site 


it’s business and fun for PCCA 


San Francisco, looking toward the Golden Gate 





May ts convention time for the Pacitic Coast Coffee Asso- 
ciation, Del Monte Lodge at Pebble Beach ts the place, 
and the dates May 18th-20th 

Coffee men have good reasons to go back to Pebble Beach 
every year. Where could a better spot be found? 

Guests begin arriving Sunday, but most of them come 
They take the opportunity to chat with old 


friends and tune up on their golf before the business of the 


on Monday 


convention begins 


Monday evening there will be a cocktail party. By way 
of entertainment, ‘Pancho, the Caricaturist’” will divert the 
boys by recording their funny lines 

Tuesday is the day for the general meeting. President 
Weldon Emigh will open the proceedings. As usual, com- 


munications from absent members will be read and dis- 


tinguished guests introduced 

Among the speakers will be Jack McKiernan, president of 
the National Coffee j Roberto Hafers, 
president of the Pan-American Coffee Bureau; 
Laughery, President of The Coffee Brewing Institute; and 
Harry R. Turkel, director of the Office of Inter-American 
Regional Affairs of the U.S. Department of 
State, who will speak on “Recent Developments in  Inter- 


Association; Joao 


Eugene 


Economi¢ 


national Coffee Problems.”’ 

PCCA’s Board of Directors will meet during the day 
In the evening, La Calcuta Mexicana will be held. Before 
the auction, movies of contending golfers will be shown 
The Calcutta pool this year will have teams of about seven 
players, which should make ten teams to be auctioned off. 
Another change will allow the teams to bid on themselves 
A sweepstakes lottery will also be held. 

On Wednesday, the golf tournament will be held. Be- 
fore the banquet, which is formal, the usual cocktail party 
will take place. In the evening, the entertainment will be 
handled by professionals 
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The committees, as appointed by President Emigh for the 
28th annual meeting, are as follows: 

Convention Committee—E. A. Johnson Jr., chairman, 
Reuben W. Hills, HI, Car! Lincoln, Earl Lingle, William 
Seely, Cedric Sheerer. 

Nominating Committee—E. T. Heathcote, chairman, 
George Bardet, Peter Folger, Harold F. Gavigan, G@). 55: 
Granicher, H. O. Knecht, E. M. Manning, Jr., Henry 
Schmidt. 

Resolutions Committee—W. O. Granicher, chairman, 
Rodger Baker, Victor Cain, A. C. Glover, Carl Lincoln, 
R. R. Quinlan, E. L. Shaw. 

Necrology Committee—W. H. 
Baruh, George W. Smith Jr. 

Golf Sweepstakes, Calcutta Pool 
man, Charles Cecil, William  Fenerin, 
Robert Powell, Charlie Behre. 

Golf Committee—Cedric Sheerer, chairman, Thomas F. 
Barrett, Thomas E. Duff, Earl Lingle, Irving Manning. 

Director of art—Douglas H. Wood. 


Hughes, chairman, Leo 


E. W. Pattinson, chair- 
Robert Manning, 


“The Magic Bean’, NCA’s coffee cartoon 


booklet, is re-run for new distribution 


The National Coffee Association's cartoon booklet, “The 
Magic Bean,” has been re-run and copies are again avail- 
able for distribution. 

The booklet has had a circulation of more than 1,245,000 
copies, and student and teacher demand has been over- 
whelming, NCA points out. 

“Because of its immense popularity, we feel ‘The Magic 
Bean’ is an excellent vehicle for name-brand public re- 
lations and sales promotions,” NCA declared. “Assoct- 
ation members can simply order quantity copies, imprint 
their brand names and supply continued demand for the 
booklet in their marketing areas.” 
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DO YOU KNOW... 


what gives Guatemala coffee 

its exquisite mildness and flavor? 
It’s volcanic fallout 

into the fertile valleys. 

The volcanic ash combines with 
the already rich soil 


to produce a coffee unequalled in taste. 


The shaded areas indicate 

the coffee growing regions 

of Guatemala. 

More and more U.S. roasters 

are turning to the coffee 

that gives their blends 

more flavor, aroma and mildness— 


Guatemalans. 


Bulletin 44 is now in_ preparation. 
To be sure of your copy, reserve it 


today! 


Giuatema 


oD wVecdt 


111 WALL STREET 
NEW YORK 5, N. Y. 


Telephone: 
BOwling Green 9-661 6-7 
Cable: GUATCOFFEE 
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trends in mild coffee shipments 
to the Pacific Coast 





By HARRY A. MARCH, Foreign Freight Agent 


Our primary purpose in this article 1s to discuss trends 
in the movement of mild coffees to the Pacific Coast of the 
United States and Canada not only from Colombia, Central 
America and Mexico, but also more recent changes in ar 


rivals of coffees from Peru and Ecuador 


The coffee shipping season 


from each of these countries 


remains approximate ly the 


same each season of the year 


However, due to weather con 


ditions which affect flower- 


ing of the coffee trees and 


harvesting, every season can 


b« delayed or even earlies 


than expe ted 


For instance, coffee move 


West Coast of 
Mexico usually beg:ns the last 


ment from the 


half of December and by Jan 
full volume 
Angel and 


usually is the 


uary IS moving in Movement of ‘'Pluma’ 


Port 


Coast 


cottees Puerto Escondido to the 


U.S 


from 
Pacific 


Chiapas or Tehuantepec coffees via the port of Salina Cruz 


earliest, followed by 


Guatemala coffees are the first to move, as a rule, be- 


ginning Mexicans 
This 1958/1959, Guatemala coffees began to 


move in volume in November, while Mexicans did not begin 


prior to 
secason, 
to move in volume to the Pacific Coast until after the first 


of the year—due to crop conditions, I understand. 
Salvador coffees and Costa Ricans are usually shipped 


November 


begins in January 


Starting in and December. Heavy movement 

Nicaraguans do not ordinarily move in any volume until 
January, but this year they were more than a month early. 

Honduras coffees, which go to the Pacific via the port 
of Amapala, are available in March, April or even May 

Every shippimg season, as stated, is somewhat different 
and is affected not only by the readiness of the coffee but 
also, of course, by the selling market, which could prolong 
shipping of Central American coffees until the summer 
months 


Now, as every coffee man knows and every steamship man 
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Grace Line, Inc 


must perforce know, the retention quota system first put 
into operations during the 1957/1958 season affects the 
timing and volume of the coffee movement. 

Colombia has several coffee crops of different producing 
areas, and the shipping season is now generally spread 
throughout the entire year 

Peruvian coffee usually begins to move in May and carries 
on until the fall months. Heavier shipping months are 
usually May, June and July. 

Ecuadorean coffees start to move late in June and usually 
continue to December. July, August, September and Oc- 
tober are the heaviest shipping months. 

During the last 46 years—the period on which we have 
information on mild coffees moving to the Pacific Coast 
coffee production and exportable quantities from mild coffee 


countries has very greatly increased. 


Colombia 


For coffee arrivals to the Pacific Coast trom 
Colombia in 1912 were 52 bags. In 1930 tt 
to 449,000 bags—and in 1953 it reached an all-time high 
of 907,000. In 1958, Colombian Pacific Coast 
arrivals were down to 492,000 bags. The first three months 


of 1959 showed imports of 131,300 bags, as against 108,400 


instance, 
amounted 


however, 


bags during the first three months of 1958, or a gain of 
23,000 bags. 

Movement of Colombian coffees to the Pacific Coast be- 
fore 1941 was via direct Panama Mail or Grace Line passen- 
ger and freight steamers from the ports of Puerto Colombia 
(or Barranquilla) and Cartagena (coffees moving down 
the Magdalena River from interior) through the Panama 
Canal, or via Grace Line vessels from Buenaventura, with 
transhipment at Cristobal, Panama Canal. 

In 1941, Grace Line inaugurated direct service trom 
Buenaventura to U.S. Pacific Coast ports and Vancouver, 
B.C., which permitted a very great share of Colombian 
coffees, Pacific bound, to move via the Port of Buenaventura. 

This trend through Buenaventura was further developed 
not only by the improved rail service, but espeically by good 
truck transportation from the interior of Colombia to this 


port. 
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Every coffee season is, in some ways, different than the ones 


that went before — in timing, in quantity, in ports of shipment. 


Weather is a factor. 


El Salvador 


Cottee from El Salvador to the Pacific Coast is shipped 
by the ports of La Union and Acajutla, which are sup- 
plied from coffee producing areas by railroad, and via 
La Libertad, supplied by truck transportation. 

There were 74,000 bags of El Salvador coffee shipped 
to the Pacific Coast in 1912. During 1943, a World War 
II year, the total was 683,000 bags. In 1949, it was 353,- 
000 bags, and in 1958, 167,000 bags. 

For the first three months of 1959, the total is 60,000 
bags, versus 21,000 for 1958, or a gain of 39,000 bags. 


Guatemala 


The Pacific Coast imported 90,000 bags of coffee 
from Guatemala in 1912, In 1917 the figure was 344,000 
bags; 1953, 187,000; 1958, 153,000. 

Again, for the first three months of 1959, 69,600 bags 
Were imported from Guatemala, as against 49,000 for 
1958, a gain of 20,000 to the Pacific Coast. 

At present, the two West Coast coffee ports in Guate- 
mala are San Jose de Guatemala, 75 miles from Guatemala 
City, and the port of Champerico, to the north. 


Nicaragua 


Cottee shipments from Nicaragua to the Pacific Coast 
in 1912 amounted to 3,400 bags; in 1940, 181,000; in 
1953, 128,000; and in 1958, 139,000. 

San Juan del Sur and Corinto are the two principle 
coffee ports serving the West Coast coffee movement. 


Costa Rica 


Costa Rica shipped 7,400 bags to the Pacific Coast in 
1912, 80,000 1n 1953 and 66,000 in 1958. 

During the first three months of 1959, 
exported 45,000 bags to the Pacific Coast, as 
9,000 tor the same period of 1958, or an increase of 36,- 


Costa Rica 


against 


000 bags, the best sales in some years to this area. 
Puntarenas is the principle Costa Rican port on the 
Pacitic Coast 


Honduras 


Cottee imports from Honduras to the Pacific Coast in 
1941. apparently from the port of Amapala, was 109 
bags. This had risen to 9,000 bags by 1943, in 1953 
reached 40,000 bags, and dropped back to 9,000 bags in 
1958. 
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So is the retention quota system, these days. 


Mexico 


In 1912, Mexican coffee movements from the West 
Coast ports amounted to 24,000 bags; 1940, 75,000 bags; 
1947, 98,000; 1955, 204,000; 1958, 141,000 bags. 

For the first three months of 1958, this movement was 
16,000 bags, as against 61,013 bags in 1959, or an increase 
of 15,000 bags. 

Some 10,000 to 15,000 bags of “Pluma”’ coffees are 
shipped each season from Puerto Escondido to our Pacific 
Coast. A few hours further south, 15,000 bags 
of ‘“Pluma” coffees move from Port Angel. Both are 


primitive ports, completely inadequate and unsatisfactory 


some 


in lighter and loading facilities. 

Outside of a few thousand bags from Acapulco, the 
remainder of the Mexicans to the U.S. Pacific Coast are 
forwarded from the Gulf of Tehuantepec port of Salina 
Cruz. These coffees are Chiapas or Tehuantepecs, and 
sometime Oaxaca (Plumas) and Coatepeque coffees. No 
coffees have been shipped in recent years through these 
ports other than to our Pacific Coast. 


Peru 


Only recently has any substantial amount of Peruvian 
coffees been shipped to our Pacific Coast. In 1912, 
there were 50 lonely bags. By 1944, the shipments were 
6,890 bags; by 1957, 54,448 bags; and by 1958, they had 
reached the substantial quantity of 116,950 bags 

New crop coffee is now being worked for late April and 


May shipment. The chief port is Callao 


Ecuador 


have 


1940, 


Ecuador is like Peru in that coffee movements 
been of major importance only in recent years. In 
18,377 bags were exported to our Pacific Coast; in 1948, 
25,864 bags; in 1953, 69,995 bags; and in 1958, 109,141 
bags. 

The chief coffee ports are Guayaquil (or Puna) and 
Manta. 

Steamship operators are aware that ports of call and 
loadings of coffee are subject to various changeable fac- 
tors. 

They recognize that changes in origin, the retention 
quota system and low inventory policies of the roasters 
require new concepts in transportation service 

The problem is constantly under review by conference 
carriers, in cooperation with coffee shippers and asso- 


ciations. 
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summer after summer 
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BRAZILS ARE PREFERRED 


COFFEE & 


MORE 

IS MADE 
BRAZILIAN 
THAN WITH 


Every U.S. citizen buying coffee has free choice 
among scores of kinds and brands available. 
And yet, year after year, the Brazils continue 
to outsell all others—both for hot coffee and 
for iced. This consumer preference is a tribute 
to the quality and variety of the Brazils. They 
satisfy a wider range of taste with their rich 
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ICED COFFEE 
WITH 
COFFEES 
ANY OTHER 


body, full flavor and fine aroma. Particularly 
in iced coffee, these elements of the supreme 
quality of the Brazils will prove themselves 


again this summer. For they will not be dissi- 
pated by the refreshing chill. As more people 
drink more iced coffee, you can be sure that 
they will drink more Brazilian coffee. 








THE 
BRAZILIAN 
COFFEE INSTITUTE 


120 WALL STREET, NEW YORK 5, N.Y. 
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THE COFFEE YEAR 
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What's been happening since the last PCCA convention? 


By MARK HALL, San Francisco Representative 
Coffee & Tea Industries 


yeal the last PCCA con 


that the most obvious phase otf 


Low king back 


it could be 


over the since 


vention said 
the cottes 


in 1957 


which began 
1959. 


was the devalu- 


was its continuous decline, 
and terminated at the turn of the year 1958 
halting of 
ation of the coffee cruzeiro, a lower price level for Brazilian 
coffee, and buying 


There 


time. Confidence in the 


market 


Coincident with the the decline 
in volume by the roasters. 


were other factors affecting the market at this 


quota system and a change in 


Brazilian market policies contributed their share. From a 
purely market standpoint the decline had run its course. 
The depressing features had been discounted, and a leveling 
off was the result 

One of the concerns of grecn men during 1958 was the 
consignment of coffee by IBC. Large quantities 
and the steamship companies, which had been 
starving for business, were happy least. All 
importers did not participate in the consignments. Those 
who stayed out found it difficult for a to obtain 
and some directed their efforts to the sale of milds. 


were 
brought in, 
for a while, at 


while 
otters, 
Roasters profited by the situation, for there was coffee avail- 
and they could buy in their own 
Brazil ship- 


warehouses, 
good time. Hand-to-mouth buying continued. 
ments to the Pacific Coast for the year 1958 were below the 


able in the 


pre vious year. 
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Prices during 1958 continued to go down as the market 
entered the fall and winter season. 
store for some as coffee men believed, 1m- 
brokers found it difficult to make 


profits on their transactions. Buying for warehouse 


With a downward move- 
ment in time, 
porters and normal 
stocks 
or for spot sale became very risky. 

By contrast, the favored the 
rising market, while he had an opportunity to make a kill- 
ing, he lost on the sudden drop of the market after a spec- 
wholesale prices had a 


situation roaster. On a 


tacular rise. In a falling market, 
tendency to lag as the price of green coffee went down, 
but on a rising market the roaster had to make good any 
losses of the dealers. 

With the approach of fall, the consignments of 
were about over. The influence of Africans on 
was felt more by Brazil than by the mild countries, but 
Brazil was able to throw quantities of its lower grades on 
the market at competitive prices. Buying by some large 
roasters of low priced Brazils was a feature of the market 


cottee 


prices 


at the time. 

The usual fall squeeze, prior to mild shipments, did not 
appear in any strength. There was firmness for a short 
period, but the market continued its downward trend to the 


end of December. Some local green men claimed that 
(Continued on page 31) 
The Flav 
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IF YOU WANT 
GOOD TANGANYIKA ROBUSTA 
AND/OR 
ARABICA COFFEES 
PLEASE CONTACT 


THE 


BUKOBA NATIVE CO-OPERATIVE UNION, LTD. 
P.O. BOX 5 
BUKOBA, TANGANYIKA 


Which represents well over 100,000 coffee growers 


Agents in Mombasa 
COFFEE SERVICES LTD., P.O. Box 773, 
MOMBASA. 
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faces huge expansion 


U. S. coffee 








By THOMAS F. BARRETT, Director 


UNITED 
10,000,000 


OF THE 
SALES BY 


INDUSTRY 
INCREASI 


THE COFFE! 
STATES GIRDS TO 
BAGS ANNUALLY 

Such is a likely headline depicting the coffee industry of 
1959 as it pauses on the threshold of its greatest expansion 
The opportunity once again to surge forward to greater 
growth is now available because of abundant supplies of 
vood coffees at reasonable 


Phe coffee industry shall not fail to take full advantage 


prices 


oft the present situation, which at long last places our 


beverage as the most competitively priced of all major 
beverages which seek a share of the consumer's dollar. 

For more United States has 
roasting annually about 19,000,000 bags of green coffee on 


When one takes 


the population of our nation during the same 


than a decade, the been 


the average into account the enormous 
growth in 
decade, it would appear that the job of selling coffce to 
the ultimate consumer has not been a good one. Not only 
have we failed to exploit and expand the increase in coffee 
consumption of the decade ended at the finish of World 
War Il, we than hold even, with 


t far greater number of potential coffee drinkers available. 


have failed to do more 


“No!” 


Does the coftec remain 


The answer ts resounding, 


industry stagnant ? 


“No”! 


industry was stopped by one prime reason, which we shall 


propose to 


The growth of the coffee 


now briefly review 
As we look at the events of the recent coffee past, we 
see that there 
blocked and choked off the growth of coffee sales in the 
United States. That was the barrier called “high prices” 
High coffee prices became the villain in the play. They 


was really one great barrier which curbed, 


made the housewife angry. She refused to believe 


that Mother Nature was the real cause of soaring coffee 


just 


She conjured up villains, meanwhile using less and 
When coffee passed the $1.00 per pound mark, 
She just would not play 


prices 
less coffee 
the housewife really got stuborn 
anymore, She began to scrimp, save and stretch coffee, even 
to the extent of sending friend husband off to do a day's 
brown water Thus it came about that 
rocked the cradle’ doubled 
old man coffee’ back on his 
1954. In fact, 


high coffee prices created so much consumer resistance from 


work on a cup of 
the hand that formerly into 
a fist which knocked dapper 


heels for a 10% drop in consumption tn 


all angles that the industry has made almost no gains in 


t dec ade 


0 


Green Division 
Pacific Coast Coffee Association 


Suddenly, in 1959, the barrier of high priced coffee has 
melted away. Alréady, sales have been stimulated by reason- 
able prices. The housewife shows signs of again turning 
her affections to the good old coffee drink. She knows full 
well that coffee has a definite competitive edge over every 
one of the major competing beverages, so she 1s determined 
to use more coffee to brew up good strong cups to keep 
“Joe at home” permanently, with his nose to the grind- 


stone 
Proper brewing 


In addition to the housewife, all consumers must be re- 


educated in proper brewing methods. Everyone in the tn- 
dustry sees the value of making a concerted effort to elimin- 
ate the widespread practice of coffee stretching. Once this 
malpractice has been eradicated, approximately 5,000,000 
bags additional will be consumed annually, bringing the 
average yearly consumption of coffee to approximately 24,- 
000,000 bags. A sturdy increase in the business, one might 
say, but this should not be the ultimate goal. This 1s only a 
recapture of what has been lost because of consumer re- 
sistance to the high cottee prices of the recent past 

The industry must next set its sights on capturing a fair 
and steady share of new markets made available by the 
enormous population growth of our country. The other 
day the writer read an article in a West Coast newspaper 
which stated that a group had met in Los Angeles, decrying 
in alarm the fact that 4,500,000 babies are born annually 
in the United States. The group believes in imposing some 
sort of tax which would discourage production ot babies. 

This writer is a believer in free enterprise. Let the babies 
be born. They are the only things presently as numerous 
as coffee trees, and when a goodly number of them are 
confirmed coffee drinkers, our industry will be able to 
sell easily an additional 6,000,000 bags each year. 


6,000,000 bags more 


Thus, possibly by the year 1970, the United States should 
be consuming 30,000,000 bags of coffee annually. This will 
not be done by any miracle. It will be achieved by furnish- 
ing the consuming public with good quality coffee at a 
It will be achieved by hard work and 
Lastly, it will re- 


reasonable price. 
good public relations for the industry. 
flect the natural growth of a good industry which will 
expand to its fullest potential in a virile and expanding 


country. 
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2,000,000 bags a year 
via Port of San Francisco 





Port Director 


By CARL M. SMITH, 
Port of San Francisco 


Tens of thousands of bags of Brazilian coffee beans are 
moving through Port of San Francisco pier sheds today, due 
in equal parts to the season, recent coffee price adjustments, 
and San Francisco's historic position as one of the nation’s 
biggest coffee processing centers 

In recent weeks, cargoes of under 10,000 bags have be- 
come the exception, not the rule. 

But rapid expansions In coftee Cargo volume are ac- 
commodated with ease at the Port of San Francisco, which 
has 130 acres of covered dock space at 42 deepw ater piers 
enough berthing space for 100 or more modern freighters. 

The coffee which annually streams from ships’ holds in 
the San Francisco Customs District amounts to more than 
2,000,000 bags, valued at in excess of $150,000,000 

Because of steadily rising coffee imports since the end 
of World War II, San third 
largest coffee center in the United States, excelled only by 
New Orleans and New York, 


1 out of 12 


Among members of the giant coffee industry in San 
it long has been 


Francisco has become the 


from roaster to delivery truck 
of coffee 


Francisco 
a byword that one out of 12 
anywhere in the world originally was imported through 


cups consumed 
the Port of San Francisco 

While coffee at the port ranks second to newsprint in 
terms of total import tonnage, it has been second to none 
in terms of value since 1945. 

San Francisco's immense coffee business (three times that 
of any other West Coast port) is due both to the city’s 
powerful position as a world port, from which 112 steam- 
ship lines link nearly 300 major shipping centers around the 
world—and to the fact that San Francisco is a major West 
Coast terminus for a vast network of rail, truck and air lines. 

Nearly all of the coffee passing through the port ts 
processed, packaged and distributed by San Francisco plants. 
It’s the city’s No. 4 industry. 

Raw material for the big San Francisco roasters is brought 
here by a dozen or more steamship lines: Luckenbach, 
States-Marine, Java Pacific & Hoegh, Holland-America, 
Johnson, Italian, French, Grancolombiana, Westfal-Larsen, 
Moore-McCormack, O.S.K., Daido, Chilean-North Pacific, 


and Grace. 
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Nearly 20 sizeable plants serve San Francisco: Alexander 
Balart Co., Blue Ribbon Products Co., Inc., Geo. W. Caswell 
Co. Fo Folger & Co., General Foods Corp., Hills Bros 
Coffee, Inc., Jones-Thierbach Co., Schilling Division of 
McCormick & Co., Inc., Manning's Coffee Co., M.J.B. Co., 
Nestle Co., Standard Brands, Inc., S&W Fine Foods, Inc., 
United Coffee Corp., U. S. Coffee Co., Inc., and Wellman 
Coffee Co. 

San Francisco, simply because of its loc ition, 1s good for 
coffee—its moderate climate helps to maintain a consistent 
grade of finished ground coffee (and to reduce storage and 


production costs ) 


Coffee piers 


And the Port of San 
continued good business in the coffee industry 
sheds are airy, spacious, allow quick handling, easy storage 
Ultra-modern 


Francisco does its share to assure 


Cottee pier 


and speedy pick-ups for delivery to plants 
docking facilities—such as the model $6,000,000 Mission 
Rock Terminal multi-million-dollar combination 
-30-32 and additional aids to the in 


and _ the 
piers 15-1 7—are 
dustry. 

And more big, new docks and special terminals are in 
immediate prospect. Work may start before this year ts out 
on the first in a $50,000,000 series of projects under a new 
Port of San Francisco improvement program. 

Keystone of this massive redevelopment scheme is the 
pending report of an independent consultants firm, Ebasco, 
Inc. Ebasco is conducting an engineering-economic survey 
of the waterfront to determine how the Port of San Fran 
cisco can alter to best meet the changing and increasing 


demands of modern ocean transportation 


New terminals 


Indications are that an array of big, new terminals and 
piers can't be built too soon—both U.S. and foreign steam 
ship lines have hundreds of millions of dollars worth of 
new ships coming. And these are bigger, faster vessels, with 
more carrying capacity, improved loading equipment and 
streamlined schedules 

The improvement program will be financed by self-liqui 
dating bonds. Here are some typical facilities suggested for 
construction under it: 


(Continued on page 28) 





Del Monte Lodge, Pebble Beach, California 
PCCA Convention Site 


H. L. C. BENDIKS, INC. 
GREEN COFFEE 
J. MOSSEL 


25 California St. Room 253 


San Francisco 


BREAKFAST CLUB COFFEE 
ROASTERS & PACKERS 


1200 No. Spring Street 
Los Angeles 


JABEZ BURNS & SONS, INC. 
COFFEE & TEA PROCESSING MACHINERY 


lith Ave. & 43rd St. 
New York 36, N. Y. 


BURTON, PARTLAND & CO.. INC. 
CERTIFIED PUBLIC WEIGHERS SINCE 1914 


Carloaders 
221 Front Street 


Reconditioners 
San Francisco 


CALIFORNIA COMMODITIES CORP. 
242 California Street 
San Francisco II, Calif. 
C. G. CAMBRON CO.. INC. 
BROKERS—AGENTS 


210 California Street 
San Francisco || 


1855 Industrial 
Los Angeles 21 


GEO. W. CASWELL CO. 
COFFEE ROASTERS 


642 Harrison Street 
San Francisco 


LEO CAVASSO, JR. 
COFFEE AGENT AND BROKER 


210 California Street 
San Francisco 11, Calif. 


Convention Greetings 


to the P.C.C.A. 
May 18-20 


Del Monte Lodge 


Pebble Beach, California 


DUNN & CAIN CO. 
GREEN COFFEE BROKERS 


837 Traction Avenue 
Los Angeles 


ROASTERS PACKERS 


FARMER BROTHERS 
RESTAURANT SERVICE 
Los Angeles 37, California 
Consistently Good! 


MARCEL 8S. GARRIGUES CO. 
CERTIFIED PUBLIC WEIGHMASTERS 
Specializing in Green Coffee 
104 Commercial St., San Francisco |1, Calif. 


W. R. GRACE & CO. 


Colombians 
Brazils Central Americans 


Ecuadors 


HARRIS & BISSELL 
CARGO SUPERINTENDENTS 
CERTIFIED PUBLIC WEIGHERS 
200 Davis St., San Francisco 


HILLS BROS. COFFEE, INC. 
COFFEE ROASTERS 
San Francisco, Calif. 
Edgewater, New Jersey 


LEON ISRAEL & BROS., INC. 
COFFEE IMPORTERS 
Brazil — Colombia 

160 California St., San Francisco II, Calif. 


& TEA NDUSTRIES 





BEST WISHES TO THE P.C.C.A. 


JONES-THIERBACH COMPANY 
ROASTERS 


431 Battery Street 
San Francisco || 


HAROLD L. KING & CO. 
GREEN COFFEE 


38 Drumm Street 
San Francisco 


G. W. KONIG & SON 
CERTIFIED PUBLIC WEIGHMASTERS 


147 Drumm Street 
San Francisco 


KOPPEL BROs., INC. 
CERTIFIED WEIGHERS 


117 East "B" Street 
Wilmington, Calif. 


LINGLE BROS. COFFEE INC, 
RESTAURANT SERVICE — SINCE 1920 


1231 No. Broadway 
Los Angeles 


R. N. LUSCOMBE CO. 
ROASTERS & PACKERS 
LUSCO COFFEE 


367 Second Street, Oakland, Calif. 
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MAXWELL HOUSE DIVISION 
of General Foods Corp. 
COFFEE ROASTERS 
100 Halcyon Drive, San Leandro, Calif. 


H. M. NEWHALL & CO. 
IMPORTERS — COFFEE EXPORTERS 


417 Market Street 
San Francisco 5, Calif. 


H. G. RENEBOME 
GREEN COFFEE 


260 California Street 
San Francisco || 


ROYAL CORONA COFFEE CO. 
DIVISION OF CONTINENTAL COFFEE CO. 


621 Western Avenue 
Seattle 4, Wash. 


SAN FRANCISCO WAREHOUSE CO. 
CATERING TO THE COFFEE TRADE 
605 Third Street 


San Francisco 


SCHILLING 
Division of 
McCORMICK & CO., INC. 
301 Second St., San Francisco 7 





PCCA Convention — Los Angeles 


coffee growth in Southern California 





By KERMIT R. SADLER, Traffic Manager 


Cotte consumption has been rising steadily over the last 


several years in the Los Angeles area and, indeed, in the 


half of 


to predict l 


entire southern California. And it takes no special 


market survey 
continuan of the upward 
trend 

On the one hand, the 
ticator has the word 


usInessmen most con 


ith cottec 


he processors 


consump 
and 
retailers coffee, plus the 


restaurateurs and — operators 
iding machines 
the other hand, he 


finds even stronger indica 


tions of the upward trend in 


the ver-all 


Oo region 
The large st single importer ot green coffee in the area 


economy of the 

Folger's big ultra-modern plant, built just two years ago 
close t¢ the oftec wharves ot Los Angeles Harbor Floyd 
Williams Folger & Co. 


Operation, voices the general optimism of the local industry 


district sales manager of this J. A 


whi 1) he 
We predict 
of roasted coffee will show a 15 gain this year over 1958 


The 


Says 


our imports of green coffee and retail sales 


The reason ts obvious Southern California market 


ts better each year 
study of economic indexes provided by the 


government and private institutions 


Mr. Williams appraisal of the 


prove S 


market po 


Southern California 
1958. This 
presents an increase of me arly 1,000 persons per day last 

The Los Angeles Metropolitan Area has shown an 


Latest estimates of the population of 


how 9,463,000 peopl at the end of figure 


ypulation year since the 


lat 
Censu 


mcrease Of 248,000 per 


nployment in Southern California averaged nearly 


in 1958 and ts expected to go higher in 1959 


Los Angeles area alone, weckly earnings of factory 


iveraged $96.50 in 1958 an increase of 1% 


By December, 1958, average earnings had 


i record $100.44 a week 


more when 
The 


that wc kly 
all-time 


this a are even Impressive 


unst national averaves Labor Department 


factory 
$88.62 


earnings of 


April reported 


+ 


workers rose to an high of 


{ this year 


Port of Los Angeles 


Three other important economic indexes to consider in 
judging the market potential for coffee are, of course, 
personal income, retail sales and construction activity. 
southern half of the 


year. according to economists, soared to $22.7 billion, a 


state last 


Personal income in the 
gain of 3.5% over 1957, the previous record year 

And despite the effects of the recession in the early 
months of 1958, retail sales in the area amounted to more 
than $12.3 billion last year 

Home building in 1958 rose 8% compared to 1957, with 
136,457 building permits granted. And new home building 
is off to a fast start in 1959. During January and February, 
building permits were issued for 23,038 family dwelling 
units. On a seasonally adjusted basis, the economists tell 
us, that is equivalent to 145,900 houses for the year 

The significance of the rise in home building 1s revealed 
by the Pan-American Coffee Bureau's recent report that U. S. 
housewives purchased almost 26,000,000 more pounds of 
roasted coffee in 1958 than in 1957. 

But in the final analysis, it is people 
and teenagers drinking coffee both in and away from 
their homes, who represent the full potential for the pro- 
cessors of green coffee and all those who sell them their 


men and women 


top favorite brew 

It was certainly the increasing 
Southern California that brought 
through the Port of Los Angeles to an all-time high in 
30th ) a 26% over the 
Estimates for 1959 by 
coffee importers, such as Folger’s 


number of people in 


green coffee imports 


fiscal 1958 (ended June gain 


preceding year those in the best 
position to make them 
Los Angeles management point to another important rise 
in consumption this year 

As for the years ahead, one must turn to the experts in 
projections of things to come The most recent and pro- 
vocative of these are the work of the Population Study 
Sub-Committee of the Los Angeles Chamber of Commerce 
This group expects the population of the southern half of 
California to nearly double in the next 22 years. 

This means that by 1980 there will be 17,349,000 pcople 


in this fastest-growing market area in the country 


Without benefit of slide rules, charts or curves, the op 


Los An- 


look for progressively larger tonnages of 


erators of the natural gateway to this market 
geles Harbor 
green coffee in the years ahead from the coffee growers of 
the world. Further, we envision the day when more pro- 
cessors and other segments of the coffee industry will find 
it advantageous to locate in the Los Angeles area to ade- 
quately and economically serve the future Southern Cali- 


fornia market 





Greetings and best wishes to the 
Pacific Coast Coffee Association on 
the occasion of its annual convention at 
Pebble Beach, together with our sincere 
appreciation to the officers for their efforts 


and accomplishments during the past year. 


E. A. JOHNSON & CO. 


166 California St. San Francisco, Calif. 


COFFE 


American Trust Company has long 


played an important part in the 
financing of all phases of thecoffee 
industry. We are keenly interested 
in maintaining and building the 
San Francisco Bay Area’s position 
as one of the leading coffee centers 


in the nation. We invite inquiries 


AMERICAN regarding your financial needs 
TRUST 
COMPANY HEAD OFFICE 
SANEING SAN tRANCISCO 
Jince 1854 Resources Over $1,500,000, 000,00 


Member Federal Deposit Insurance Corporation 





PCCA Convention — Portland 


Portland as a coffee port 





By THOMAS P. GUERIN, General Manager 


Cottee, 
promises to rise above the 
16,000 Bags of 


are on the rise in Portland long 


one ol 


ts top IMports, 


L958 Import of more than tons fresh 


cotfee are lining 


Portland's 


seen daily 
the walls of 
modern marine — terminals, 
waiting delivery to the city's 
cottec 


numerous processing 


and distributing firms 


Portland's coffee is im- 
ported from over 17 different 
nations, Brazil being — the 
The coffee 


processing firms in Portland 


le ading supplier 


account for one of the city's 
largest industries, considering 
the number of people en- 

gaged in handling the coffee from the time it is taken from 
the hold of a large liner to the time it finally leaves the 


distributor's hands 


Two reasons are evident for the rise in Portland's coffee 


imports this year—lower cost to the consumer and_ the 


fact that Oregon is celebrating 100 years of statehood this 
The 
observances for Oregon's Centennial year mean more poeple 
(the Stanford Research 
8,000,000 visitors in the state in 1959). 


year lower cost means more sales and the statewide 


wanting coffee Bureau estimates 


Fair 
This 


will be the largest event of its kind in the Western United 


On June 10th, in Portland, an International Trade 


and Exposition will open for a 100-day observance 
States this year and the first International Trade Fair ever 
held on the West Coast 
ticipating in the Fair are several of our largest coftee-pro- 
They will most certainly take this oppor- 


Among the numerous nations par- 


ducing nations 
tunity to promote their coffee trade. During the morning 
hours the Fair area will be open only to buyers and sellers 
and during the afternoon will be open to the general public 

Portland's major coffee importing and processing firms 
include J. A. Folger & Co., Boyd Coffee Co., Defiance Tea 
& Coffee Co., Tucker-Emmrich Co., Wadhams & Co., 


Dwight Edwards Co. The majority of these are distributors 


and 


for the entire Northwest and for Alaska, one of the na- 
tion's fastest growing regions. 

Portland’s harbor is well equipped to receive its coffee 
Since 1954, Portland's public marine facilities, 
owned and operated by the commission of Public Docks, 
have been completely modernized and rehabilitated. Nearly 
$9,000,000 has been invested in these properties since that 


imports 


26 COFFEE & 


Commission of Public Docks 
Portland, Oregon 


harbor now provides terminal facilities as 


modern and efficient as can be found anywhere 


year and the 


Most of the harbor’s coffee imports arrive at either Ter 
minal No. 1 or Terminal No. 2, the Commission's large gen 
eral cargo terminals. These facilities provide deep-water 
berthing space for 11 ocean going vessels and a combined 
total of 12 warehouses. The coffee ts efficiently dispatched 
to the consignee from the tailgate delivery areas ot the 
terminals. From here it is only a short trip to most of 
the coffee plants, for the industrial section of the city ts in 
close proximity to the harbor. 
terminals receive an in- 


Portland's 


Portland’s marine 
amount of coffee each 
The metropolitan area of the city already 


expect to 
creasing year as popu- 
lation grows 
amounts to over 800,000 people and surveys indicate that 
the city will be the largest in the Northwest by 1975. Port- 
land’s position as a major natural distribution center ac- 
counts for its tremendous potential for growth, affording 
shippers and importers the only water level route to the 
great Inland Empire trading area, encompassing over 250,000 
square miles and much of over seven states. 

Among the leading nations providing Portland's cotfee 
are: Brazil, 4,537 tons; El Salvador, 2,222 tons; Guatemala, 
1,513 tons; Mexico, 1,424 Ecuador, 994 tons; Nic- 
aragua, 946 tons; Peru, 926 tons; Dominican Republic, 884 
tons; Colombia, 826 tons; and Belgian Congo, 446 tons. 

Portland looks forward to continued growth of its cottec 


tons; 


industry and continued progress of its port facilities as the 
imports and exports of the harbor grow. Portland's econ- 
omy is geared to its harbor prosperity. A great deal of the 
harbor’s record as a leading port is due to the volume of 
coffee imported over its docks. 

The Centennial Year of 1959 promises to be a great 
year from which to project a future expansion of trade for 
Portland and a prosperous future for its coffee industries. 


Chock Full 0’ Nuts invades Canada 


The Chock Full O° Nuts Corp. is marketing its coffee 
outside the United States for the first time. It has extended 
its distribution into Toronto, Canada, William Black, presi- 
dent, has announced. 

He reported that Van De Water-Boyd, Ltd., leading 
Toronto food broker, has been appointed exclusive sales 
representative for Chock Full O° Nuts Coffee in the Toronto 
area. 

The coffee company has also entered the Buffalo and 
Rochester markets, Mr, Black said. 

Chock Full O' Nuts Coffee is now sold in 12 states. 
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coffee 


Branches 
665 THIRD STREET LOS ANGELES @ PORTLAND 
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COFFEE MEN LIKE YOU like Crocker-Anglu Bank. And for good reason. 

They like the enthusiastic way Crocker-Anglo does business . . . at home and overseas. 

Directly, or through a network of correspondent banks in Latin America, CROCKER-ANGLO 

Crocker-Anglo’s International Banking Department works with growers, shippers seamiiads 

and importers to help keep coffee cups full to the brim. If you buy or sell in BANK 

the market places of the world coffee, tea, or whatever it may be get to know 

Crocker-Anglo. Discover the difference enthusiasm makes. - y 
Cabfornias Oldest Mational Bank 

INTERNATIONAL BANKING DEPARTMENT ®* 1 Sansome Street, San Francisco 20 Member Federal Reserve System - Member Federal Deposit Insurance Corporation 


MAY i¢oeo Zi 








YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature is yours 
for the asking. Merely fill out the coupon and mail 


l —COFFEE EQUIPMENT 

A comprehensive, 42-page booklet, this catalog 
of coffee equipment has information, specifications 
and illustrations on coffee urns, urn_ batteries, 
gridded risers, coffee carriers, iced tea urns and de- 
anters, plug-in coffee stations, and equipment parts 
and accessories Cec ilware-C€ ommodore Products 


Cor} 199 Lafayette Street. New York Lz. N. Y¥ 


2 COFFEE ROASTERS 


This eight-page illustrated bulletin describes coffec 
roasting machinery made by Maschinenfabrik Ferd 
Gothot, Germany. Details include methods of heat- 
Ing data on the roasting itself and information on 
equipment for entire coffee plants, from raw coffec 
handling to packaging. Ulbeco, Inc., 484 State High 
way 17. Paramus. N. | 


3 MODERN FILLING MACHINES 

This illustrated, four-page folder describes vari- 
ous kinds of filling machines developed for today’s 
packaging requirements. Among the machines are 
universal fillers, automatic augar feeds, automatic 
deplex units, automatic tight wrappers and others. 
Stokes and Smith Co.. 4900 Summerdale Ave., Phila 


de Iphia 24 


4 COFFEE BINS 


This bulletin is a fact sheet on Burns True-Flow 
Bins. It describes the use of the bins in the plant 
operation, and tells about the features of the bins, 
ind various sizes. It makes clear why True-Flow 
Bins overcome particle separation in ground coffee 
Also described are coffee cars, for bean coffee and 
the ground product. Jabez Burns and Sons, Inc., 


600 West 43rd Street, New York 36, N. Y 


5 NEW COFFEE ROASTER 

An illustrated folder describes a new coffee 
roaster, B. F. Gump Co.'s Ray-Nox. The folder tells 
about the method of roasting used in the Ray-Nox 
Roaster, and other features of operation and con- 
struction, including recording thermometers and 
controls. B. F. Gump Co., 1325 S. Cicero Avenue, 
Chicago 50, Ill 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 


Please send me_ the Nlowing booklets 


9 2 4 


Firm Name 
Street Address 
City and State 
~ignature 

a 


2,000,000 bags a year 
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General cargo terminal, large, fireproof, quay-type—on 
the site of existing Piers 16-18-20. 

Ocean passenger facility planned for Mission Rock Ter- 
minal—the Pacific Coast's largest overwater pier—to serve 
the increasing passenger needs of the port. 

General cargo terminal, with integrated ship-ratl-truck 
access, on the site of Piers 25-27. (Pier 27 was removed 
several years ago.) 

Lift-on/lift-off terminal on a China Basin Channel site, 
to serve van-carrying vessels for coastwise, intercoastal and 
off-shore trade. 

General cargo terminal to add to the planned series of 
modern, integrated piers, and scheduled to replace older 
Piers 42-44-46. 

Port maintenance shops for more efficient up-keep of 
both new and existing facilities. 

Cargo passenger terminal planned for a site immediately 
south of the Ferry Building. This fireproof, concrete-pile 
per would berth several freighters and/or passenger vessels, 
allowing a concentration of steamship and terminal oper- 
ations now spread over several aging piers at the port 

Says Port Authority President Cyril Magnin: “We want 
the new facilities to be modern now and modern 20 years 
from now. And we want to be sure that these facilities 
will always be self-liquidating—paid for from revenues.” 

At the same time, these plans are being developed for 
physical growth, Port Authority management ts secking 
increased tonnage volume through better trade ties 

One recent example of stepped-up cargo solicitation was 
a 30-city tour through Western Europe by James Camp- 
bell, Port of San Francisco Foreign Trade Manager. He 
met with leaders of commerce and government in a dozen 
nations 

Six new Port of San Francisco traffic officers are now 
providing direct assistance to major shipping centers in 
Europe, the Orient, and Japan. They bring to 13 the total 
number of Port cargo officers maintained around the world. 

A Port of San Francisco regional office in the United 
States is located at Chicago. California offices are at Sacra- 
mento, Fresno and San Jose. 

As a result, frequent new additions to direct-service sail- 
ing schedules are strengthening the bonds of commerce 
between the Port of San Francisco and nearly 300 other 
world ports thus helping to keep San Francisco's 
coffee industry prosperous. 


Chase & Sanborn Coffee back 
with J. Walter Thompson 


Standard Brands’ Chase & Sanborn Coffee, both regular 
and instant, has been shifted from Compton Advertising, 
Inc., to the J. Walter Thompson Co. 

About $6,500,000 in billing is said to be involved. 

J. Walter Thompson has been handling the company’s 
Tender Leaf Tea. 

Last year Standard Brands introduced a new decaffeinated 
instant coffee, Siesta, which is handled by Ted Bates & Co. 
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REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


SALVADOR 
COFFEES 


COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador <-_ El Salvador 


Cables: Coscafe Acme Code 
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By R. P. ENGLAND, President 
San Francisco Coffee Club 


Monkey business is the order of the day when the San 
Francisco Coffee Club convenes on its three outings per 
dinner, entertainment and prizes make for a 
members of the 


year Golt 


fine day. Entertainment is furnished by 
Club. They put on skits, make up their own bands or just 
tell funny stories. (And we have some good story tellers 
in the Club.) 

The purpose of the San Coffee 
promote social contact and recreation among its members 


This gives a chance for its older and younger members to 


Francisco Club is to 


become acquainted. In no other industry is there a closer 
relationship among its members than in the coffee trade. 

Our guest list of 50 is comprised of members of the 
allied industries, who are invited to our functions so they 
may become better acquainted with our group, which they 
would not ordinarily have an opportunity to do otherwise. 

This year, as in 1958, the San Francisco Coffee Club's 
spring outing was held April 10th at the Meadow Club. 
Arrangements were handled by Bill Lynch, Walter Gran- 
icher, Bob Quinlan and Andy Golver. There was plenty 
of fun and entertainment for the members and guests. 
Door prizes were awarded, with Army Fenger finding him- 
self the winner of a live San Francisco Bay crab. By the 
time all of the late comers from San Francisco arrived, 
there were about 80 for dinner. 

As we head for the Pacific Coast Coffee 
convention, which again will be held at Pebble Beach on 
the beautiful Monterey Peninsula, we will be without the 
services and company of service members of the San Fran- 
cisco Coffee Club who hav retired in the past year. We 
hope these fellows will keep on coming to our outings. 

The directors and members of SFCC extend their best 
wishes for an enjoyable convention to the officers, members 


and guests of the PCCA. 


Association 


Named chief accountant by Continental Coffee 


William W. Killilea has been appointed chief accountant 
by the Continental Coffee Co., purveyor of coffee and allied 
food products to restaurants and institutions, it was an- 
nounced by Alvin Cohn, president. 








Rua do Comercio 86 
P.O. Box 91 





LIMA, NOGUEIRA S%. A. 


COMERCIAL E. EXPORTADORA 
ESTABLISHED 


MARK "TELLES" 


EXPORTERS OF FINE COFFEE 


SANTOS — PARANAGUA — RIO DE JANEIRO — ANGRA 
AGENTS 
W. R. GRACE & CO., NEW YORK 
FITZPATRICK & HOFFMAN, SAN FRANCISCO, CAL. 


1881 


Santos, Brasil 


Cables: ''TELLES" 




















import quotas ? 





By W. H. HUGHES, Director 
Green Division 
Pacific Coast Coffee Association 


There has been much informal discussion in the coffee 
trade about import quotas for coffee entering the U.S.A. It 
appears to be urgent that the entire subject be examined by 
the coffee industry and a clear policy adopted. 

There is much to examine and think about: Import quotas 
for other nations in the event import quotas are imposed 
here . . . What should be the attitude toward countries who 
sell 50% of their coffee to Europe as compared with a 
country which sells 70% to 90% to the U.S.A.?... Should 
each share equally in quota allocations ? 

Also, will import quotas help the producers or affect 
them adversely? 

The impact on U.S.A. coffee quality, prices and consump- 
tion is to be considered. What will the housewife say ? 

Where does soluble coffee fit into the import quota 
picture? 

Should the coffee industry endorse the principle of quotas, 
or reject the idea and oppose quotas? 

What is the nature of the “standby” regulations which 
the State Department acknowledges to be in existence? Does 
the industry approve or disapprove of these regulations. 

Should endorsement or disapproval be stated to the State 
Department and to Congress ? 

These are vital questions affecting the people involved in 
coffee, from the producer to the consumer. 


the coffee year 
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GREETINGS 


B. €. IRELAND, INC. 


Established I885 


IMPORTERS 


AGENIS AND BROKERS IN 


COFFEES 
SPICES © SEEDS e TEAS 


67 California St. San Francisco 11, Calif. 











Brazil was not releasing its 1958/1959 crop, others that 
they were unable to obtain better grades at competitive 
prices. Buyers were turning to Centrals, Colombians and 
Africans. Shipments of Brazils to the Pacific Coast con- 
tinued to lag. 

Brokers wondered where it would all end. Futures were 
indicative of the extreme lack of confidence. Centrals were 
being brought to San Francisco at prices below Brazils of 
comparable quality. Buying by roasters had improved and 
was steady, but on a hand-to-mouth basis. Africans were 
weak and Colombians seemed to have the market all to 
themselves, because at the time they were about the only 
source of large volume milds. 

In these winter months, it was felt that the marketing 
agreements had at least prevented a collapse of the market 
and contributed to an orderly decline. However, coffee men 
were not optimistic as to the future. The real test would 
come in the 1959/1960 season. 

At the turn of the year and into January, 1959, there was 
increased buying by the roasters. Stocks had been low. They 
had held off buying as long as it was safe. Prevailing 
opinion was that the roasters would like to see the market 
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PRECISION BUILT 
Super Speed ROLLS and MILLS 


COFFEE ROLLS - ROLLER MILLS - AIR CONVEYING 
CHILLED IRON OR HEAT TREATED STEEL ROLLS 


SYSTEMS ROLL CORRUGATING & GRINDING 


Specializing in LePage Cuts 
Write or Phone Inquiries to 


MILL ENGINEERING & MACHINERY CO. 


1023 Market St., Oakland 7, California 
TWinoaks 3-5967 











it about the present prices. At the time, Colombians 


in relation to Brazils. The spread was about 


or 9¢. Centrals were mostly sold out, but there were 


ore Mexicans on hand, as the crop Was late. Centrals were 
rin price in contrast to last 
With the prices prevailing for Brazils, buying 


heavy Uh 


year 

became 

market began to show some resistance to further 
in price. Spots were scarce and selling at a pre 

nn Dev cottee 


down about three cents, but strengthened futures 


cruziero caused actuals to 
This 


rave Brazil an advantage which further stimulated buying, 


aluation of the 


ind probably brought the market to a turning point 

Entering February buying by roasters Was good and the 
though buying continued to be hand-to 
did not, 


Brazils were more available at competitive prices 


market steady 


mouth. Confidence however, extend very far into 


the future 


irge quantities were moving to the Pacitic Coast. There 


sf read of about 9é between Colombians and Brazils, 


ing that the former was holding the umbrella for 


It was anybody's guess as to how the gap would 


Good milds were hard to obtain. Mexicans and 


Cruat ns were edying 


up in price and were pretty close 


to Colombians 


Some clanmed that the situation was something 


roasters 
conside rably 
Roaster's list 


paradox, that while green coffees were 


roasted prices were going down 


the lowest years 


spots re at a premium over afloats. Buyers 


Cottee 
cottee to the 


xtending their lines only as far as necessary 


ier were bringing large quantities ot 


ific Coast. It had been anticipated that there might 


t little selling pressure from Centrals as the time came 


for the new quotas to go into effect, but the prices held. 
The growers were confident that they could sell their quotas. 

That the quota system had worked to stabilize the market 
was the concensus of opinion by local coffee men. What 
would happen in the future was another thing. More con- 
and the market had levels 
It was at a point which could be 


fidence had returned reached 
that attracted buying 


better controlled by marketing agreements. 


Employee food service in factories 


a growing market, USDA says 


Employee food services in factories have increased greatly 
in importance as a market, according to the U.S. Department 
of Agriculture 

About nine out of ten plants surveyed by USDA had 
than kind. Plants 


without food services were slightly less likely than others 


vending machines, usually more one 
to have vending machines, but those that did appeared to 
have more elaborate installations. Soft drinks and such items 
as candy, peanuts, or gum were the most widely vended 
items, followed by coffee, milk, cookies, and ice cream 

Very few vending machine operators planned any de- 
creases in their coverage, but about a fifth planned in- 
creases 

About nine out of ten executives in plants with vending 
machines saw advantages in them, mainly that they helped 
improve employee morale and saved production time by 
keeping employees near the job. 

On the other hand, eight out of ten cited disadvantages, 
centering on housekeeping problems, employees wasting time, 


and unreliable servicing 
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CBI field staff serves coffee meeting 


Golden Cup standards at NRA convention 


Members of The Coffee Brewing Institute field staff have 
been invited to prepare and serve a brew meeting Golden 
Cup standards during three days of the National Restaurant 
Association convention, at the Navy Pier, Chicago. 

Guests will be served by CBI representatives in a hospi- 
tality area between 8:00 and 8:30 a.m. 

The decorative motif of the hospitality area will be em- 
bellished by a display of Golden Cup wall trophies, the 
symbols of coffee beverage excellence which are being 
awarded to winners of a coffee brewing contest launched 
by The Coffee Brewing Institute in mid-January. 

To date, four public feeders have won the trophy and 
81 contest entries have been received. 

Among the establishments competing are Ratzch’s Restau- 
rant, of Milwaukee, Wis.; Treadway Inn, Rochester, N. Y.; 
Lou Mitchell’s Restaurant, Chicago; Child’s, Boston; the 
Flaming Angus, Philadelphia ; the Town and Country Hotel, 
San Diego, Calif.; six White Castle Restaurants in the 
Minneapolis-St. Paul area; four outlets of the Davis Cafe- 
teria chain, Atlanta, Ga.; four outlets of the Burg-a-Cue 
chain, New York City; 30 outlets of the Western Division 
of the Greyhound Post Houses, and 31 inplant feeding 
branches of the Pacific Telephone and Telegraph Co. in 
California. 

The Golden Cup contest, designed to encourage the pro- 
duction and service of the finest coffee beverage possible 
in public feeding establishments throughout the country, is 
not a competition between individuals or organizations, but 
rather a competition against a standard of beverage ex- 
cellence established by CBI. 

Contestants submit samples of beverage to be judged. 
Each is subjected to a soluble solids analysis test. To win, 
results of the analysis on the sample brews must fall within 
the ideal area established on the CBI brewing control chart. 

CBI supplies contestants with brew sample kits for a fee. 
This fee covers the processing of samples, the plotting of 
results on a graph, and recommendations for improving 
brewing procedures, if necessary. 

Institute representatives at the convention will be avail- 
able to answer any questions that might be posed regarding 


the Golden Cup contest 


NCA, CBI again co-sponsor ‘‘Hospitality Lounge” 


at international convention of women’s clubs 


The National Coffee Association and the Coffee Brewing 
Institute will again co-sponsor a “¢ offee Hospitality Lounge”’ 
at the annual] international convention of the General Feder- 
ation of Women’s Clubs to be held in Los Angeles, June 
2nd-5th. 

This is the sixth consecutive year that “a perfect cup of 
coffee’ will be served and better brewing literature dis- 
tributed to delegates representing 11,500,000 active Feder- 
ation members. 

NCA President John F. McKiernan has been invited to 
address the convention. Mr. McKiernan’s topic will be, 
“How Important is U. S. Trade with Latin America?’ 
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Instant coffee buying, 
use is at peak in U. S. homes, 
Owens-lllinois survey shows 


More American families are buying instant coffee now 
than ever before, and they are using more of it per family, 
i survey by the Home Makers Guild of America for the 
reveals 
Consumer Study on Instant 


Owens-Illinois Glass Co 

The purpose of the latest 
Cotfee,” conducted for Owens-Illinois’ Instant Product D1- 
vision, was to bring up to date consumer information on the 
purchase and use of instant coffee. The report on the study 
compares current findings with those obtained in similar 
surveys in 1948, 1952, 1954 and 1956 

The study indicates five main factors in the continuing 
vrowth of instant coffee consumption are: 

| The number of families purchasing instant coffee ts 
mNncreasiny 

». Use of the product families ts 


within increasing. 


3. Use of instant coffee at the main meal (dinner) ts in 
creasing 
1. The number of families using instant coffee who serve 


it at all three meals—breakfast. lunch and dinner—is sub 


stantial 
5S. While the 


has slowed down, the 


pace of converting new users to instant 


coffee number of first year users is 


onside I ible 


More than eight out of ten homemakers participating in 
the survey reported they had purchased some brand of in- 
stant coffee in the six months preceding the study. Another 
13.27 stated they had tried instant coffee some time previous 
to this period. It is particularly significant that 5.70 of 
the consultants indicated they had never used instant coffee. 


This compares with 42 of non-users in 1948 and 22% 


in 1952. 

Among those who had purchased instant coffee within a 
period of six months, more than nine out of ten actually 
had one or more brands of instant coffee in their homes 
at the time the study was made. Nearly one-fourth had 
two or more different brands on hand. 

Some 69 different brands were mentioned as being in 
homes at the time of the survey. This compares with 54 
brands in 1956 and 62 different brands in 1954. 

While the percentage of homes using instant coffee ex- 
clusively has shown little change in the past four years, 
among families where both instant and regular coffee 1s 
consumed, there has been a slow but steady increase in the 
percentage of instant coffee used in proportion to total 
coffee consumption. The serving of instant coffee for the 
coffee break, or as the extra cup of coffee between meals, 
cont'nues to be the most popular serving time for this 
product. However, the number of housewives using instant 
coffee at one or more of the regular meals has shown a 
steady increase since 1951 

A good indication of the growing use of instant coffee 
in the home is the trend toward larger containers, which has 
In the most recent survey, 


continued steadily since 1952. 
a preference for 


58.5 of the homemakers expressed 
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large size jars as compared to the small or two-ounce con- 
tainer. The principal reasons for preferring the large size 
containers—five, six and eight ounces—are “convenience of 
supply” and “economy.” 

It is interesting to note that adequacy of supply on hand 
became more important than economy in the four-year span 
between 1954 and 1958. This emphasis on supply on hand 
has been influential in increasing consumption of instant 
coffee in the home. 

The small, or two-ounce, size is still an important factor 
in the marketing of instant coffee. It appeals to the house- 
wives who use instant coffee “only occasionally,” who buy 
it “in case of emergency” or for the “single or between-meal 
cup,” or those who buy it on a "first try”” basis. 

While the serving of iced coffee in homes showed a slight 
decline in 1958, the percentage of instant coffee used in 
the preparation of this beverage showed a marked increase. 
During the summer of 1958, only a little more than one- 
fifth the homemakers indicated they prepared iced coffee 
at some time for their families. In 1956, the figure was 
one-fourth. 

Iced coffee was prepared with instant coffee by 46.8% 
of the users, with regular coffee by 30%, and with both 
products by 23.2%. Of the women who used both instant 
and regular coffee for preparing iced coffee, the number 
preferring the beverage made from regular coffee declined 
from 72.9% to 65.1% over the past two years. 

The primary reason given for preferring regular coffee 
in the making of iced coffee was still “prefer taste-flavor.”’ 
The main reason for preferring the instant product was still 
associated with “ease of preparation.” 


Nestle announces promotions 

Clinton Shepperd has been appointed administrative as- 
sistant to the president of the Nestlé Co., Inc 

Among other duties, Mr. Shepperd will be in charge of 
the firm's public relations and will supervise liaison and 
communications with all Nestlé associated companies 
throughout the world. 

He has been with the Nestlé organization in various ex- 
ecutive positions since 1943 

Hatton B. Rogers has been named manager of product 
development for its bulk and institutional division. Mr 
Rogers will work from the Nestlé headquarters in White 
Plains, N. Y. 

For the past five years, Mr. Rogers was vice president of 
Dodge and Olcott Inc. 
technical services for the Huron Milling Co. and director 
of research and quality control for the Phillips Packing Co. 

Preston T. Reed, assistant personnel manager, has been 


appointed assistant to the president in matters of organt- 


He was previously director of 


zation planning. 

In his new position, Mr. Reed will act for Hans J. Wolf- 
lisberg, president, in implementing all organization changes 
involving Nestlé’s White Plains headquarters and its ten 
manufacturing plants throughout the country. 


Ecuador plans instant coffee factory 

Ecuadoran interests have applied for the benefits of the 
Ecuadoran Industrial Development Law to establish a fac- 
tory to make instant coffee, probably in Guayaquil. The 
action closely followed the Monetary Board's ban on instant 
coffee imports. Previously Ecuador has imported all its in- 
stant coffee. 
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advertising . . . merchandising . . . promotion 


U. S. housewives buying 
coffee at record rate, 
PACB survey shows 


The food industry can look forward to a record year in 
cottee sales if the S. household purchases 


tinue. This prediction is based on figures released by 


current rate of [ 
the Pan-American Coffee Bureau 
During the first quarter of 1959, housewives bought i0,- 
000,000 more pounds of roasted coffee in the form of both 
regular and instant than they did during the same period in 
1958 
5 total of 445,600,000 Ibs. of 


households used a 


roasted coffee, both regular and instant, a gain of 2.4 over 
the total of 435,200,000 Ibs, for the same period in 1958, 
«cording to a continuing survey made for the Bureau by 
the Market Research Corp. of America 

The sales of regular roasted coffee in cans and bags 
continued the gains shown last year, but reflected a higher 
rate of increase, amounting to 8? over the same quarter 
in 1958 

Instant sales reversed the previous levelling off begun 
carly last year and increased 8.5 over the same quarter 
in 1958 

Coffee purchases in vacuum cans and bags totalled 347,- 


800,000 Ibs. from January through March of this year, up 
from the 345,000,000 Ibs. for the same period in 1958. 

Instant coffee sales, measured in two-ounce unit equivalent, 
increased to 261.5 million units for this quarter, compared 
to 241.1 million units during the same period in 1958. 


Maxwell House names three to new sales posts 


Three new promotions in the Maxwell House sales. set- 
up were announced by P. E. McGowan, national 
manager of this division of the General Foods Corp. 

James M. Edwards, former Chicago district sales man- 
ager, has been appointed central region sales manager for 
Mr. Edwards has been with General Foods 


sales 


the division. 
since 1946 

Gerry Hutchinson, who joined General Foods in 1933, 
succeeds Mr. Edwards as Chicago district sales manager 
Mr. Hutchinson had been district sales manager in Dallas 
since 1951. 

Roy Shiflett has been named Dallas district sales man- 
ager. He has been with the company since 1948, most re- 
cently as Knoxville territory sales manager. 


Mailing alerts stores to Webb Coffee tie-in 


Merchandising managers, ad managers, and buyers of all 
food chains in the Chicago area recently received a flourless 
flour bag containing a coffeeless coffee can. 

The bag contained proofs of a color newspaper ad, and 
the coffee can held cookies made with Thomas J. Webb 
Coffee and Ceresota Flour. 

The technique was used to alert stores to a large-scale pro- 
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Coffee that ‘'pours'' from a coffee tree is the motif of this Food 
Club Coffee point-of-sale display being introduced in 500 stores 
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motional campaign undertaken jointly by Webb and Ceres- | 
ota. Theme of the campaign was, “Take a Cookie Coffee | 


Break,’ and featured cookie recipes using both products. | 


Ceresota bags in the 2, 5, 10 and 25 Ib. sizes were im- 
printed with a recipe and a coupon good for 10¢ off on a 
can of Webb Coffee. 

A recipe pad including four other coffee cookie recipes, 
shelf talkers, mats and other promotional materials were 
distributed to stores, and a newspaper and radio adver- 
tising schedule was arranged. 


JFG Coffee appoints D’Arcy 


The JFG Coffee Co., Knoxville, Tenn., has appointed 
the D'Arcy Advertis:.ng Co. as their advertising agency, it 
was announced by Floyd P. Goodson, Jr., president, and 
Rodney E. 


motion 


Snow, director of advertising and sales pro- 


JFG Coffee is marketed in the Southeast and is one of the 
oldest and best known in the area. Both roasted and instant 
types are produced. Plans for expanding facilities for pro- 
duction of instant coffee are under way and will be an- 
nounced shortly. 

D'Arcy will handle the account through its Atlanta office 
in conjunction with its New York City office. The appoint- 
ment was effective April Ist. Calvin G. Voorhis, of the 
Atlanta office, is account executive. 


Coffee in Liberia 


Liberia is encouraging coffee production. Robusta and 
Liberica coffee seedlings are being distributed by the Depart- 
ment of Agriculture. 
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Canco puts iced coffee 
recipe on can lids 
to boost summer sales 


To help the coffee industry in its promotion of iced 
coffee, the American Can Co. is making available can lids 
with approved brewing instructions printed on them. 
The can lid is a “kitchen billboard” which the housewives 
just can’t misplace, the company points out. 
The instructions, approved by The Coffee Brewing In- 
stitute, Inc., cover three methods—quick, pre-cooled and 
coffee ice cube ' ing cup (4 02) of water to one standard coffee 
| measuring this.) Pour hot over ice cubes. 
7 Sa eit os ure Chill in re- 
iced version of the country’s top beverage. , We eee ' ’ 
They point out that even vi than hot coffee, iced coffee eet weet lien Jaros needle 
has been hobbled by improper brewing. The usual mistake le pour into ice cube tray and freeze rapidly. Pour 1 
Heth coffee over coffee cubes when serving. 


Coffee industry observers see the Canco iced coffee lid 
as an important step in winning wide acceptance of the 


is to use ordinary or weak brew to begin with, and then to 
put it, hot, over ice, resulting in a very watery drink. 

On the other hand, iced coffee made the proper way; ts 
a refreshing, flavorful beverage, which builds its own 
momentum for repeat demand 
gravings, artwork, etc., and shares with the roaster only the 


The coffee men state that in spite of these facts, in- 


structions on how to make iced coffee have been, until Ost of actual printing. 
now, almost totally absent from coffee containers of all This is the same basis on which Canco made its hot coffee 


recipe lids available. 


The Canco iced coffee lid makes it easy for the roaster To make delicious iced coffee,’ the new lid declares,” 
ip start with clean coffee maker, fresh coffee and fresh cold 


type s 


to plug this gi 
The lids are being made available on a “shared cost’ Water 


basis. The can manufacturer absorbs all the costs of en Here are the instructions for the three methods: 
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QUICK METHOD: Brew extra strength coffee 
by using 14 measuring cup (4 oz.) of water to one 
standard coffee measure (2 level measuring tbls. ) 

PRE-COOLED METHOD: Brew regular 
strength coffee. 4/, measuring cup (6 oz.) of water 
to one standard coffee measure. Chill in refriger- 
ator in tightly covered container. Serve cold over 
ice cubes. 

COFFEE ICE CUBE METHOD: Prepare as in 
pre-cooled method. When chilled pour into ice 
cube tray and freeze rapidly. Pour regular strength 
coffee cubes when serving. 

Pictured on the lid are glasses of iced coffee, and a 
Standard Coffee Measure. It also has a blank circle for 
price spotting. 


Says pounding of coffee beans with sound 


waves cuts roasting time, improves flavor 

A method of bombarding green coffee beans with sound 
waves, audible or supersonic, has been patented by Luther 
G. Simjian, according to the National Coffee Association's 
News Letter. 

The patent, No. 2,881,079, has been assigned to the Re- 
flectone Corp., Stamford, Conn. Mr. Simjian is president 
of the firm, which manufactures military training devices 
and also makes special instruments and precision electronic 
parts 

It was indicated that the company proposes to manu- 
facture the coffee-treating machinery, or to license others 
to do SO 

Beans receiving the sound treatment require much less 
roasting time, according to the patent, and the briefer sub- 
jection to heat improves flavor and aroma. Under the micro- 
scope, the fibrous interior of the bean is seen to be partly 
disintegrated and the shell shows minute punctures. The 
owner of the patent reports this permits deeper heat pene- 
tration and more complete elimination of coffee oils, which 
create a rancidity problem. If sound waves in the lower 
frequencies are used, the machine should be isolated or given 
acoustic shielding, but with the higher frequencies there is 


no noise problem. 


Restaurant coffee-maker for solubles 


features service from either side 

A new coffee-maker for restaurants features service from 
either side, with automatic pushbutton dispensing of a cup 
ot cottee 

The unit is the latest in the line of units made specifically 
for soluble coffee by the Steel Products Co., Cedar Rapids, 
lowa. 

The cotfee-maker is the Model 4M Duel Service E-Z Way 
Steel Products says it is ideal for island location, inside a 
“U" shaped counter, on double concession lines and in 
cafeteria service with attendants working on both sides. 

Each serving side operates independently. At the push of a 
button, a freshly made cup of coffee is dispensed. Adjust- 
ment can be made for temperature, size of cup dispensed 
and strength of coffee. The unit will also dispense hot water 


for making hot chocolate, soups, etc. 
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Bowen Engineering adds two new directors 


reelects 1958 officers and directors 


Bowen Engineering, Inc, stockholders have elected two 
new directors and reelected the six directors on the board 
in 1958. In addition, all company officers were reelected 

New directors of the North Branch, N. J. spray-drying 
firm are Professor Alan S. Foust, head of the Department 
of Chemical Engineering, Lehigh University; and Wilbur 
J. Peets, chief mechanical engineer, the Singer Manufactur 
ing Co 

Dr. Foust joined Lehigh in 1952 after serving on the 
teaching staff of the University of Michigan from 1937- 
1948, where he held the rank of professor in the Department 
of Chemical Engineering. He became head of the chemical 
cnyinecring department at Lehigh at the time of its form- 
ition in 1952 

During World War II, he held the rank of Lieutenant 
Colonel and received the Legion of Merit for his work as 
hief of the Inspection Department and of the Engineering 
ind Service Division at the Pine Bluff Arsenal of the 
Chemical Corps., U.S. Army 

He is recognized in this country and Europe as an out- 
standing authority on heat transfer, evaporation, and fuels, 
including rocket and jet engine fuels 

Mr. Peets was born in Waupun, Wisconsin. He attended 
Denison University in Granville, Ohio, ind the University 
of Cincinnati, where he was awarded a degree in mechanical 
engineering in 1913. During his studies at the | niversity of 
Cincinnati, he worked half-time in machine shops in Cin 


cinnatt 


He has been with the Singer Manufacturing Co., Eliza- 
bethport, N.J, since 1914. His present position is chief 
mechanical engineer. 

Reelected Directors of the Bowen organization were 
Esther R. Bowen, William A. Bowen, Donald R. Belcher, Dr. 
Charles F. Goodrich, Paul R. Loughlin and Ralph T. Reeve 

Reelected officers of the company were Mr. Reeve, presi- 
dent and treasurer; Dexter A. Smith, vice president; Don- 
ald W. Belcher, vice president; and William T. Powers, 


secretary 


Wm. S$. Scull business 


acquired by Old Judge 


Old Judge Coffee Co., St. Louis, has announced the acqui- 
sition of the business of Wm. S. Scull Co., Inc., Camden, 
N. J 

The two companies are among the oldest major regional 
coffee roasters and tea packers in the United States. Each 
has been tn existence more than 100 years. 

The Old Judge Coffee Co. is also a packer of spices. The 
Wm. S. Scull Co., Inc., also supplies the trade with peanut 
butter and vacuum packed roasted nuts under the “Boscul” 
brand 

This brand name and the Scull business as previously con- 
ducted, will be continued by the new parent company 


Union Bag buys contro! of Eastern Box 


Alexander Calder, Jr., president of the Union Bag-Camp 
Paper Corp., New York City, and George W. Wagner, 


president of The Eastern Box Co., Baltimore, jointly an- 
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nounced that Union has purchased the majority of Eastern’s 
stock for an undisclosed sum. 

Mr. Wagner will continue as president of Eastern Box 
which will be operated under its present name as a subsi- 
diary of the parent organization. 


Lydall succeeds Newman as chairman 


of Britain’s Coffee Publicity Association 


A. S. Newman, of Alan J. Ridge & Co., 
chairman of the Coffee Publicity Association, Ltd., Lon- 
don, since it was founded in April, 1955, has resigned the 


Ltd., London, 


post. 

He has been succeeded by Frank J. Lydall, of Naumann, 
Gepp & Co., Ltd., London. 

Mr. Newman was compelled by the pressure of business 
to leave the chairmanship. During his tenure, the organi- 
zation became the recognized body for general coffee pub- 
licity in the United Kingdom. 

It has also become a full partner in the European Coffee 
Bureau and a responsible participant in the International 
Coffee Organization. 

It is expected that Mr. Lydall will be of great service 
in stimulating the international relationships for promotion 

among the producers and the associations in the European 


markets. 


Great Britain is viewed as having an especially promising 


potential, because of its relatively high standard of living. 
Stimulated by promotion, coffee consumption in_ the 
United Kingdom has risen from 408,000 bags to 680,000, 


an increase of 61°. 


Van Horn named marketing director for agency 


Edward E. Van Horn, widely known in the coffee in- 
dustry when he was advertising manager for the Pan- 
American Coffee Bureau, has been appointed marketing di- 
rector of Smith, Hagel and Knudsen, Inc., New York City, 
it was announced recently. 

Mr. Van Horn was formerly associated with the Compton 
Advertising Agency, Inc., New York. 

Mr. Van Horn has also been with McCann-Erickson, 


where he was an account executive for four years. 


Costa Rica building instant coffee plant 


Construction of a plant to make instant coffee began re 
cently in Costa Rica, according to the U.S. Department ot 
Agriculture. Plans are to use high-grade coffees as raw 
material on the theory that the “coffee liquor” extracted for 
the manufacture of soluble coffee ts more concentrated. A 
ration of 4.5 pounds of green coffee to make one pound 


of soluble is to be used 


Coffee crops for India, Indonesia 


Production of coffee in India is increasing. The Indian 
Coffee Board expects a rise of 38 in another seven years. 
The larger crops may create a shortage of curing, processing, 
and transportation facilities. 

Indonesia's total production is now estimated at 1,300,000 
bags for both 1958/59 and 1957/58. Recorded exports for 
the first ten months cf 1958 were only half the volume of 


exports in the comparable period of 1957. 
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Because it has more flavor to give 


ffeeer Coffee! 


oe 


S.A. SCHONBRUNN & CO.,INC. 
Grand and Ruby Avenue - Palisades Park, N. J. 








Greetings to the Annual 


P.C.C.A. Convention 


* 


Weldon H. Emigh Co., Inc. 
BRAZILS — MILDS 


150 California St., San Francisco 11, Calif. 











CAPTAIN COOK COFFEE CO., inc. 


CAPTAIN COOK 
HAWAII 
MILLERS & EXPORTERS OF GREEN 


KONA COFFEE 


Manila Agents 
CONNELL BROS. COMPANY 
Wilson Building 
Manila, P. |. 


San Francisco Agents 
E. A. JOHNSON & CO. 
166 California St. 

San Francisco 11, Calif. 











coffee and tea patents 


(Continued from page 9) 





Jose C, Cortez describes the production of a concentrated 


extract of pure tea in liquid or dry form which is instantly 
soluble in cold water and possessses other desirable qualities 
The tea is extracted with heated water in the presence of 
in ion exchange agent, such as montmorillonite or bentonite 
(U.S. 2,852,388. Sept. 16, 1958.) 

Ramon Perech discloses a method for producing water- 
soluble tea extract directly from tea leaves when the leaves 
ire in the green state. A water extract of the leaves is pre- 
pared and heated to below the boiling point of water in con- 
tact with an oygenous atinosphere for at least one hour, 
water-soluble constituents in the 
(U.S. 2,863,775, assigned to 


Transcontinental Development Co., Dec. 9, 1958.) 


thereby oxidizing the 


iqueous extract medium 


Packaging of tea 
To preserve manufactured tea in the form of dried leaf 
Varying in size down to fine dust, John Stuart Quartley 
ind David 
wrapping paper that has been coated or impregnated with 
(Brit. 793,776, 
1958.) 


Alexander Lindsay Siler pack the tea in a 


benzoic acid and tsopropyl or other solvent 
issiyned to Monsanto Chemical Ltd., Apr. 23, 


Coffee packets and the like (by title only) 


Beverage maker. (James T. Anderson, U.S. 2,822,273, 


Feb. 4, 1958.) 


Method of providing a coffee packet. (Earle F. Hiscock, 
U.S. 2,824,002, assigned to Kip, Inc., Apr. 18, 1958.) 

Cottee brewing package. (Louis Maggiore, U.S. 2,835,- 
587, May 20, 1958.) 


Tea Bags and the like (by title only) 


Infusion package with a non-tangling string-handle and 
tag. (Hans O. Irmscher, U.S. 2,819,167, assigned to Na- 
tional Tea Packaging Co., Inc., Jan. 7, 1958.) 

(Verris C. Wardell, U.S. 2,838,400 June 10, 


Tea bag. 
1958.) 


Combined infusion device, drip tray, and package. (Mar- 
tin B. Steinthal, U.S. 2,839,406, June 17, 1958.) 


Infusion package. (Kenneth R. Johnson, U. S. 2,852,389, 
assigned to Bartelt Engineering Co., Sept. 16, 1958.) 


Beverage infusion package. (John R. Geisinger, U.S 


2,860,989, Nov. 18, 1958.) 


Tea Cozy. (Fred A. Wales, U.S. 2-862,780, Dec. 


Our second quarter-century 


L. NEUGASS & CO., INC. 


135 Front Street, New York 5, N. Y. 


COFFEE IMPORTERS 


Direct Connections with Producing Countries 


NEW YORK COFFEE AND SUGAR EXCHANGE, INC, 
GREEN COFFEE ASSOCIATION OF N.Y.C., INC. 
NATIONAL COFFEE ASSOCIATION OF U.S.A. 


Members: 





them, had allowed the occurence of micro- hicles previously used to carry these sub- 


Suggests plastic liners 


biological growth. Fermentation forms stances 
an integral part of one method of treat- The report points out that many of 


for green coffee bags ing harvested beans, but wet weather and these odors are volatilized when the cof 


incorrect processing could result in this fee is roasted, and therefore do not af 


as guard against taint fermentation being carried too far, with fect the coffee as consumed. In other 
g ig resulting off-flavors cases deodorization can be effected by 
: Chemical and other taints could. als sp-cial treatment, oxonization being 
lurine rece ars. chino ns ) . . . + 
uring recent years, hipowner who arise from faulty storage of the coffee f the procedures 
— carry cottee to the port ol In proximity to various odoriferous ma- It is obvious that the traditional pra 
a — have — —— al ie terials either before, during or after tice of packaging coffee in open jute bags 
large claims for damage by taint raise elem SRC RP ns per oa 2 ae 
ae ttl | ear ee pent hipment \n obn xious taint, for in gives insufficient protection and that 
SRO ne Sey OYE Wey OVEN ETS OF TIC CareO stance, might result if coffee is stored the use of polythene liners would be of 
according to World Crops An investi- a] noe eres ' ¢ ‘ 
: alongside animal hides or fertilizers of considerable value in- protecting coffee 
gation was therefore instituted to deter- 
. animal origin, ris transported in_ ve trom taint 
mine the causes of the taint, and the 
results obtained are of considerable in- 
terest 
These results were reported in “Dam- i tase aniline laine 
age to Coffee by Taint”, by Dr. R. F iduanin'aiase TELETvPE nUM@ee 
CG-o14 


NATIONAL TEA CoO. 


CROSBY STREET 








“Percolation in the manufacture 
CHICAGO 80, ILLINOIS 


of instant coffee” 


By MICHAEL SIVETZ 
September 23, 1957 

Fr. Hesser 

: Machinenfabrik, A.C. 

weil be continued in the June Corret Stuttgard 

‘ Bad Connstatt 

& TEA INbpUSTRIES West Germany 


which began in the April, 1959, issue, 











Gentlemen: 


: ‘ : We have had our Hesser Coffee Bagging Machine for the past 
published by the United King twenty-three years and up to this time I can truthfully state that 
Mutual Steamship Assurance As of all the equipment I have maintained I have had the least amount 


n of breakdowns and maintenance problems on your coffee bagging machine, 


a Se ee Due to modern changes we may, in the near future, be in the 
int may he acquired. Investiga market for another coffee bagging machine and | feel that since we have 
had such success with the Hesser machine, we would not consider any 


Brazil have shown that a_=se- 
other machine in the coffee line. 


called “hospital” taint is characteristic 
f off-flavors in hard coffees from = ‘he 
Victoria districts. In- northern SOE: SON SUT 
iodoform is produecd NATIONAL TEA COMPANY 
metabolic activity of certain ty :§ P ; 7 LD) 
bacteria and it is possible that thi ; (4 
may be absorbed by the plant and so gi ZL i LE Aare 
rise to the objectionable flavor , CO , Engineering Department 
Similar absorption f noxious sub sai 
stances trom the asphaltic subsoil in 
northern Brazil, Venezuela and Mexico, 
and from = subsoil containing petroleum 
in the last two countries, is thought to be 
responsible for off-flavors variously de- 
scribed as resembling asphalt, tar 
fuel oil 
The suggestion is made that taints may we . 
also result from the use of insecticides, Some examples of packages 
such as DDT, BHC, aldrin, dieldrin, ete., ma de, filled and closed 
which are often sprayed on the trees as xe 
tar-oil emulsions. The residual material 
is said to impart a taint vaguely described : 
as “chemical,” and it is thought that this on fully automatic 
taint could also arise by absorption by 
the plant of spray material falling on the Represented by: 
soil. Toxophene, an insecticide consist- PACKAGIN 6 MACHINE S$ 


ing of camphene hydrochloride, may simi- Geveke, New York 

larly be responsible for camphor taint, ; ; 

and flavors due to naphthalene and p- Packaging Equipment, Toronto FR.HESSER 
MASCHINENFABRIK- 


dichloro-benzene are attributed to the oc- 
casional use of these substances as in Wagner, Dallas 

AKTIENGESELLSCHAFT 
STUTTGART- 


secticides. 
encountered where dampness in the Anahuac, Hugo Schoener, Mexico City BAD CANN P TATT 


beans themselves, or the bags containing 


: i Angeles, Seattle 
Musty and fermented flavors were also Hale, San Francisco, Los geles, 6 
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By MARK HALL 


ADVICE TO A SALESMAN 


In these days of stiff competition, it is well to 
examine yourself to see whether you are measuring 
up to the exacting qualifications of a coffee sales- 
man. 

In order of importance, the physical requirements 
You have a thick skin, well 
tanned on the golf course. 


come first. should 
Next, you should have a good digestion, able to 
endure reception, luncheon and convention diets, 
as well as the liquid refreshments that go with them. 
It is not necessary that a salesman should be tail 
and handsome, but he should have a good row of 





“Mark my word” 


front teeth, natural or store, and show them often. 

As to mental requirements, you should have spent 
at least one-half year at college, or taken golf les- 
sons. This should give weight to your opinion on 
sports, and even coffee. 

The analytical brain is useful, but not necessary. 
Imagination is what counts. If you are presenting 
figures, make short stories out of them. If your 
prospect wants to know the facts, refer them to the 
dictionary or the U. S. Census. 

Be proud of your profession. It is the profit from 
the coffee you sell which keeps the roaster or the 
deaier out of the bread line. 

Making out your expense account could become 
a fine art. Develop it. 

The reward for any success you attain will be an 
increased quota. 

Always look forward and up, but occasionally 
peek back to see if your competitor is creeping 
up on you, 

Following these rules may not make you a great 
coffee mogul, but it will assure enough success to 
bring you into the higher brackets of social security 
when you retire. 





Books 





Coffee for the Armed Forces: Military Development 
and Conversion to Military Supply. By Franz A. Koehler. 
146 pp. Historical Branch, Office of the Quartermaster 
General, Washington, D. C. 


This .ook records an important aspect of coffee history 

its use by the Armed Forces of the United States 

A highlight is the story of how the coffee industry set the 
pace in the campaign to “get the government out of 
business.’ 

As a result of the industry drive, led by the National 


Coffee Association, military roasting plants were displaced 


by the industry itself as the sole supplier of coffee to the 


Armed Forces 


The book has a great deal of material of interest to the 


coffee man. It discusses early Army rations. Coffee was 
first added to the ration by order of President Jackson in 
1832, when it a substitute for rum. 

The author traces coffee in the Army ration right through 
the Civil War and into World War II. 

He has chapters on types and blends of GI coffee, covers 
the history and progress of soluble coffee in military supply, 
reviews coffee roasting and supply operations at government 
plants, and sums up procurement methods under the new 


was introduced as 


program 

Copies of “Coffee for the Armed Forces” are available, 
without charge, while the supply holds out, from The 
Historian, Military Subsistence Supply Agency, 226 West 
Jackson Boulevard, Chicago 6, IIL. 


Named to McCormick institutional division 


John C. Doub has been named manager of operations, in- 
stitutional division, McCormick & Co., Inc., Baltimore. 


BRAZILS 


SANTOS « PARANAGUA « ANGRA « RIO DE JANEIRO 


CENTRAL AMERICANS 


COSTA RICA * GUATEMALA « NICARAGUA « SALVADOR 


COLOMBIANS 


MEDELLIN * ARMENIA + MANIZALES « SEVILLA « GIRARDOT 
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Test premium ads, 
agency executive 
urges at conference 


Advertising campaigns that feature 
premiums, as well as the premium it- 
self, are variables which should be 
pre-tested for success, according to 
Daniel D. Kinley. He is vice-president 
and chairman of the marketing plans 
board of McCann-Erickson, Inc., New 
York City. 

Speaking at the Premium Advertis- 
ing Conference at the Navy Pier, Chi- 
cago, Mr. Kinley pointed out that it 
is standard practice to test the pre- 
mium itself to be sure it has pulling 
power. 

Ideas, not gadgets, are wanted by 
food and other premium users, ac- 
cording to Dean F. Thomas, National 
Sales Manager, Grocery Products Di- 
vision, The Pillsbury Co. 

Mr. Thomas declared that “only 
one in about 20 premium salesmen can 
be classified as creative or idea men. 
You have too many ‘peddlers’ in your 
ranks and far too few ‘professional 
salesmen. You must change from 
peddlers of gadgets to creators and 
sellers of ideas.”’ 

Mr. Kinley said that “having once 
found the most likely premium, there 
still remains the need for validating 
the premium advertising itself. 

“After all, a premium advertise- 
ment, like any other advertisement, 
can be prepared in a variety of ways 
with varying degrees of impact,” he 
said. “It is even possible that a pre- 
mium desirable in and to itself may 
not be the most effective one when 
presented as part of an integrated ad- 
vertising campaign involving a variety 
of other advertising considerations.” 

Mr. Kinley declared that because 
success or failure of a promotion can 
sometimes be traced to this phase of 
the operation, “I suggest that copy 
and layout testing should be standard 
operating procedure. From a manage- 
ment standpoint, it is simply another 
businesslike safeguard to reduce risk 
and uncertainty.” 

Mr. Thomas urged re-examination 
of ‘the premises and the methods 
upon which you sell your products. 
There is nothing wrong with your 
merchandise itself. But a good deal 


of improvement could be made in the 
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way in which you sell it.” mendous need for thinking through 
According to Mr. Thomas, premium all aspects of a premium promotion, 
salesmen tend to lean on their products dev cloping it around a few merchan- 
to make a sale because the products are dise items, but selling—rather than 
so appealing. But no matter how ap- the items themselves the basic value 
pealing, the premium must be “related of an idea. 
to our own business in more than a Also featured as a principal speak 
vague, general way,” he pointed out. er was Bill Gove, head of The Bill 
“We at Pillsbury—and I do not Gove Organization, Coral Gables, Fla 
think we are so very different from The Conference was sponsored by 
other companies in the field—are in- the Premium Advertising Association 


terested in /deas, not gadgets,” Mr. of America in conjunction with th 


Thomas asserted. ‘There is a tre- National Premium Buyers Exposition 


SAN FRANCISCO 





...where 18 miles of deepwater 
berthing space enables ships to 
dock without delay, load or land your 
cargo faster! 


Write today for a free copy of the Port’s unique 1958 OCEAN SHIPPING HANDBOOK — 44 pages, 
over 80 photos! Address: SAN FRANCISCO PORT AUTHORITY, Ferry Building, San Francisco 6. 











Let us carry that for you 


More than forty-five years’ experience in handling coffee. 

Regular sailings from the ports of BRASIL to U.S. EAST and WEST 
COAST ports via American Republics and Pacific Republics Lines; 
and from the ports of SOUTH and EAST AFRICA and INDIAN OCEAN 
ISLANDS to U.S. EAST COAST ports via Robin Line. 

American Flag Ships... fast, frequent and most dependable service. 


Vel: Digby 4-5000 


5 


|. MOORE-MeCORMACK 


Two Broadway C1OED New York 4. N. Y. 


SS Oa ae ol, 


COFFEE & TEA INDUSTRIES and The Flavor 





Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 
schedule. 


Abbreviations for lines 

Ahbl Trans Car—Ahlmann Trans Carib- 
bean Line 

Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-W est African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W Afr—Barber-W est African Line 
Bl-Dia—Black Diamond Steamship Co 
Brodin—Brodin Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dempste r—Elder De mpster Lines 
Dodero—Dodero Lines 
Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell S.S. Co 
Farrell—Farrell Lines 
Grace—Grace Line 
Granco—Grancolombiana (New Y 
Gulf—Gulf & South American Ste 


SAILS SHIP 


ABIDJAN 


Fernfiord Am-WAfr USA5S/31 

Afr Glade Farrell NY5/31 

Tana Am-WAfr USA6/15 

Del Campo Delta N06/8 

Sulima Eld-Dem NY6/13 Ba6/15 MI6/24 
Afr Dawn Farrell NY6/18 

Lorima Bl-Dia NY6/18 
Libreville Am-WAfr USA6/30 

Afr Glen Farrell NY6/28 

Del Oro Delta N06/29 

Swedru Eld-Dem NY7/4 Bo7/7 
Tatra Am-WAfr USA7/31 

Afr Sun Farrell NY7/14 

Del Santos Delta NO//20 

Kumba Eld-Dem NY7/26 Ba7/30 
Del Alba Delta N08/10 

Owerri Eld-Dem NY8/10 Ba8/14 


NNN 


ANGRA DOS REIS 


21 Del Rio Delta 
Del Monte Delta 
Siranger Wes - Lar 
Del Aires Delta 
Del Mundo Delta 


N06/7 Ho06/12 
N06/14 H06/19 


N06/29 Ho7/3 
NO7/15 Ho7/20 


BARRANQUILLA 


UFruit 


5/16 Brattingsborg Ho5/24 N05/28 
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LA7/2 SF7/5 Po7/12 Se7/14 Va7 


Hellenic—Hellenice Lines Lid. 
Hol-Int—Holland-Interamerica Line 
Independence. Independence Line 
lsthmian—lIsthmian Lines, Inc. 
JavPac—JavaPacific Line 

Lawes—Lawes Shipping Co., Ine. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co 

W es-Lar—W estfal Larsen Co. Line 


Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP 


BARRIOS 


Jytte Skou UFruit 
Leon UF ruit 
Arctic Tern UFruit 
Lempa UF ruit 
Erich Schroder UFruit 
Christiane UFruit 
Jytte Skou UFruit 
Leon UF ruit 
Arctic Tern UFruit 
Lempa UFruit 
Erich Schroder UFruit 
Christiare UFruit 
Jytte Skou UFruit 
Leon UFruit 
UFruit 


Anuvuuwuuw 


Arctic Tern 


BUENAVENTURA 


11 Santa Rita Grace 
15 Cd. de Tunja Granco 
16 Cd. de Medellin Granco 
17 ‘Trader Gulf 

25 Santa Malta Grace 
26 Grey Master Granco 
28 Shipper Gulf 


9 = Santa Flavia Grace 


Abbreviations for ports 


NY5/19 
Ho5/21 N05/23 


11 N06/13 
15 
18 N06/20 
2 
25 N06/27 
29 

7/2 NO7/4 


6 


5/18 

21 Ba5/22 NY5/24 
24 N05/27 

24 N06/2 

4 SF6/6 Ps6/9 

5 SF6/8 Va6/17 
6 N06/12 


18 SF6/21 PS6/26 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn-—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf- Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
LA—Los Angeles 
M!—Montreal 
Mo Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Phil. elphia 
Po— Portland 
PS—Puget Sound 
Sa—Savannap 

San Diego 
SF—San Francisco 

Se attle 

Saint John 
Tacoma 
Vancouver 





SAILS SHIP 


CORINTO 
Costa Rica 
EI Salvador 


NY5/31 
Ho6/2 N06,/9 


SAILS SHIP 


Samarinda 
Afr Crescent 
Afr Rainbow 
Afr Planet 


LINE DUE 


Nedlloyd NY8/14 LA9/2 SF9/5 Po9/9 Se9/13 Va9/17 
Bo8/1l NY8/13 
Bo8/31 NY9/2 
Bo9/22 NY9/24 


Farrell 
Farrell 
Farrell 


NY6/15 
Ho06/20 N06/27 


Managua 
Honduras 


DJIBOUTI 
CORTES Rondo 


Friesland 
2 Samarinda 


Nedlloyd NY6/12 LA7/2 SF7/6 Po7/10 Se7/14 Va7/18 
Nediloyd NY7/20 LA8/7 SF8/10 Po8/14 Se8/18 Va8/22 
Hce5/14 NO5/17 Nediloyd NY8/14 LA9/2 SF9/5 Po9/9 Se9/13 Va9/17 
NY5/19 

Ho5/21 NO5/23 
NY5/26 

Ho5/27 NO05/29 
NY6/1 

Ho6/5 N06/7 
NY6/8 

Ho6/11 N06/13 
NY6/15 

Ho6/18 N06/20 
NY6/22 

H06/25 N06/27 
NY6/29 

Ho7/2 NO7/4 
Ho7/2 NO7/4 


UF ruit 
UF ruit 
UFruit 
UFruit 
UF ruit 
UFruit 


3 Jytte Skou 

/ Leon 
Arctic Tern 

> 23 Lempa 

Erich Schroder 
Christiane UF ruit 
Jytte Skou UF ruit 
Leon UFruit 
Arctic Tern UF ruit 
Lempa UF ruit 
Erich Schroder UFruit 
Christiane UF ruit 
dytte Skou UFrut 
Leon UF ruit 
Arctic Tern UFruit 


10 Christiane 
l 
} 


DOUALA 


Af; Dawn Farrell NY6/18 

Tana Am-WAfr USA6/15 
Bl-Dia NY6/18 
Am-WAfr USA6/30 
Swediu Eld-Dem NY7/14 Ba7/7 
Afr Sun Farrell NY7/14 

Tatra Am-WAfr USA 7/15 

Afr Glade Farrell NY8/15 

Owerri Eld-Dem NY8/10 B08/14 


our 


Lorima 
Libreville 


MANA AAHA UU 
SYRBYNYMNN ee 


o 


SALVADOR 


Cd. de Bogota Granco 
A. Volta Italian 
Santa Cruz Grace 

A. Pacinotti Italian 
Wyoming French 


LAS/24 SF5/27 

LA5/28 SF5/30 Va6/5 Se6/9 Po6/11 
LA6/2 SF6/3 PS6/7 

LA6/26 SF6/28 Va7/3 Se7/7 Po7/9 
LA7/9 SF7/11 Va7/14 Se7/18 Po7/19 


CRISTOBAL 


Ho5/24 NO5/28 
N05/27 

Ho6/2 N06/4 
N06/22 


UF ruit 
UFruit 
UF ruit 
UFruit 


14 ~Brattinhsborg 
5/17  Byfjord 
5/27 A steamer 
6/13 Brattingsborg 


GUATEMALA 


DAR es SALAAM 
Granco LA5S/24 SF5/27 


Italian LA5/28 SF5/30 Va6/5 Se6/9 Po6/11 
Grace LA6/2 SF6/3 PS6/7 

Italian LA6/26 SF6/28 Va7/3 Se7/7 Po7/9 
French LA7/9 SF7/11 Va6/14 Se7/18 Po7/19 


Cd. de Bogota 
A. Volta 
Santa Cruz 

A. Pacinotti 
Wyoming 


Nediloyd NY6/12 LA7/2 SF7/6 Po7/10 Se7/14 Va7/18 
Farrel! Bo6/30 NY7/2 

Nediloyd NY7/20 LA8/7 SF8/10 Po8/14 Se&/18 Va8/22 
Bo7/22 NY7/24 


5/10 Rondo 
Afr Moon 
Friesland 


Afr Star Farrell 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 


PARANAGUA, SANTOS 
RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


A Partner. 
of the 


“Coffee Indystry 
since 1919 


Vela Loue 


MISSISSIPPI] SHIPPING COMPANY, INC. * NEW ORLEANS 


NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. { 
Rua Visconde Inhauma 134 : } 
SANTOS: DELTA LINE, INC. a 
Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 

LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 
MATADI 

Phs. Van Ommeren (Congo 


WEST AFRICA 


ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 


Direct regular service 


S.C.R.L 











SAILS SHIP 


GUAYAQUIL 


5/10 
5/13 


LINE 


Cd. de Tunja Granco 
Cd. de Medellin Granco 


LIBERTAD 
UFruit 


Mam 
Mam 


Byfjord 
Costa Rica 
E| Salvador 
Tedita UFruit 
Managua Mam 
Honduras Mam 


UNION 


Byfjord UF ruit 
Costa Rica Mam 
El Salvador Mam 
Tedita UF ruit 
Managua Mam 
Honduras Mam 


Avuuuw 


LIMON 


UFruit 
UFruit 
UFruit 


5 Brattingsborg 
5 25 A steamer 
6/11 Brattingsborg 


LOBITO 


5/15 Burckel 


LUANDA 


B-Afr 
Delta 
Farrell 


10 Steenstraete 

11 Del Campo 

19 Afr Dawn 
Af: Glen 
Del Oro 
Afi Sun 
Del Santos 
Afr Grove 
Del Alba 
Afr Glade 


Farrell 
Delta 
Ferrell 
Delta 
Farrell 
Delta 
Ferrell 


2 
5 
5 
5 
5 
6 
6 
6 
7 


MATADI 


B- Afi 
Farrell 
Delta 
B- Afr 
Farrell 
Delta 
Farrell 
Farrell 
Delta 
Farrell 


Steenstraete 
Afr Dawn 
Del Oro 
Burckel 

Afr Glen 
Del Santos 
Afr Sun 

Afr Grove 
Del Alba 
Af; Glade 


NN + 


~ 
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Nedlloyd 
Farrell 
Farrell 
Nedlloyd 
Farrell 
Nediloyd 
Farrell 
Farrell 


Rondo 

Afr Moon 
Afr Stae 
Friesland 
Af: Crescent 
Samarinda 
Afr Planet 
Af, Rainbow 


PARANAGUA 


Mormac 
Delta 
Lloyd 
Mormac 
Hol- Int 
Nopal 
Brodin 
Delta 
Mormac 
Norton 


Mormacsurf 
Del Sud 
Colombia 
Mormacoak 
Appingedyk 
Snefjeld 
Sagoland 
Del Rio 
Mormacsea 
Massilia 


ViVi uuu ow u 
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PAS/21 Ba5/22 NY5/24 
Ho5/24 N05/27 


Cr*5/16 NO5/27 
NY5/31 

Ho6/2 N06/9 
Cr*5/26 

NY6/15 

Ho6/20 N06/27 


Cr25/16 NO5/27 
NY5/31 

Ho6/2 N06/9 
Cr*5/26 

NY6/15 

Ho6/20 N06/27 


Ho5/24 N05/28 
Ho6/2 N06/4 
N06/22 


NY5/30 
N06 
NY6 


NY6/12 LA7/2 SF7/6 Po7/10 Se7/14 Va71/8 
Bo6/30 NY7/2 

Bo7/22 NY7/24 

NY7/20 YA8/7 SF8/10 Po8/14 Se8/18 Va8 22 
Bo8/11 NY8/13 

NY8/14 LA9/1 SF9/5 P09/9 Se9/13 Va9/17 
Bo8/31 NY9/2 

Bo9/22 NY9/24 


LA6/9 SF6/13 Va6/21 Se6/22 Po6/24 

NO5/27 Ho6/1 

NY5/30 

NY5/31 Bo6/3 Pa6/5 Ba6/6 Nf6/7 

NY6/2 Bo6/4 HR6/6 Chsn6/10 Ba6/12 Pa6/13 
N06/2 Ho6/5 

Ba6/3 NY6/4 Pa6/7 Bo6/9 MI6/15 

N06/7 H06/12 

Jx6/6 Ba6/10 Pa6/12 NY6/13 Bo6/16 MI6/20 
NY6/6 NY6/10 Pa6/12 Ba6/13 





NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 


Fast Norwegian Moftorships 


Coffee Service 


Brazil/U. S. Gulf 


General Agents 


Oivind Lorentzen, Inc. 
2! West Street, New York 6, N.Y. 
WhHitehall 3-1572 


New Orleans—Biehl & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—tTransparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 











An American Flag Freighter 
Every 10 Days 


Buenaventura to 
and New 


from 
Houston 
Orleans. Our regularly 
scheduled sailings, 
efficient cargo hand- 
ling and fast 

service can solve 

some of your 
green coffee 
inventory 


problems. 


GULF & 
SOUTH AMERICAN 
STEAMSHIP CO., INC. 


821 Gravier St. 
New Orleans 12, La, 


In other cities call 
Lykes or Grace 
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—— a —E SAILS SHIP LINE DUE 
a 22 = Niczragua Lloyd NY6/10 
FOR Mormacisle  Mormac LA6/23 SF6/26 Va7/5 Se6/6 Po6/8 


1 5 Mcrmacwave Mormac NY6/12 Bo6/16 Pa6/17 Ba6/19 Nf6/20 
FAST DEPENDABLE DELIVERY ) 525 dlMane et” NOs! 14 Hb 
Nopal Progress Nopal N0O6/11 H06/14 
... of your mild coffees t Axeldyk Hol-Int NY6/16 Bo6/18 HR6/20 Chsn6/24 Ba6/26 Pa6/27 
Siranger Wes-Lar LA7/2 SF7/5 Po7/12 Se7/14 Va7/15 
to United States markets... rely on Del Mer Delta NO6/17 Ho6/22 
Mormacyork Mormac NY6/19 Bo6/22 Pa6/24 Ba6/26 
y Brasil Lloyd NY6/20 
U N ITED FRU IT ; Blue Master Nopal N06/22 H06/25 
Guatemala Licyd N06/24 Hc6/29 
Del Aires Delta N06/29 Ho7/3 
COM PANY ‘ Mormacdawn Mormac LA7/7 SF7/10 Va7/19 Se7/20 Po7/22 
8 Mormacteal Mormac Jx6/27 Ba7/1 Pa7/3 NY7/4 Bo7/8 MI7/12 
> Mormacdcve Mormac NY7/3 Bo7/7 Pa7/9 Ba7/1l Nf7/12 


e - Del Norte Delta NO7/1 Ho7/6 
Once, Nordglimt Nopal NO7/5 Ho7/S 
Del Mundo Delta NO7/13 Ho7/18 


Regular Sailings between Del Sud Delta NO7/15 H97/20 


GUATEMALA NICARAGUA 

EL SALVADOR COSTA RICA M NY5/24 Pa5/27 Ba5/29 Bo5/31 MI6/4 
~ Mormactide ormac Y 4 Pa 7 Ba 0 

HONDURAS COLOMBIA lL Ncrdanger Wes-Lar LA6/5 SF6/8 Po6/15 Se6/17 Va6/18 


and Colombia Lloyd NY5/30 
5/18 Appingedyk Hol-Int NY6/2 Bo6/4 HR6/6 Chsn6/i0 Ba6/12 P26é/13 


5/18  Snefjeld Nopal N06/2 Hc6/5 
NEW YORK ‘. NEW ORLEANS " HOUSTON ‘ Mcrmacisle Mormac LA6/23 SF6/26 Va7/5 Se6/6 P06/8 
: Sagoland Brodin Ba6/3 NY6/4 P26/7 Bo6/9 MI6/15 
De! Rio Delta N06/7 
Argentina Mormac NY6/2 
. Del Rio Deita N06/7 
NEW YORK: ; me OR) 5/23 Mormacsea Mormac Jx6/6 Ba6/10 Pa6/12 NY6/13 Bo6/16 MI6/20 
Pler 3, North River OM 5 Del Monte Delta N06/14 
NEW ORLEANS: Sy 29 Nopal Progress Nopal | NO6/11 Ho6/14 
321 St. Charles St. . Axeldyk Hel-Int NY6/16 Bo6/18 HR6/20 Chsn6/24 Ba6/26 Pa6/27 
Mormacdawn Mormac LA7/7 SF7/10 Va7/19 Se7/20 Po7/22 
Del Mar Delta N06/17 
Mormacyork Mormac NY6/19 Bo6/22 Pa6/24 Ba6/26 
Brasil Lloyd NY6/20 
Siranger Wes-Lar LA7/2 SF7/5 Po7/12 Se7/14 Va7/15 


Guatemala Licyd N06/24 H06/29 
C O F FE e E Blue Master Nopai N06/22 Ho06/25 
Del Aires Delta N06/29 
. . > Mormacteal Mormac Jx6/27 Ba7/1 Pa7/3 NY7/4 Bo7/8 MI7/12 
Where you want it... when you want it. . . Mormacdove  Mormac | NY7/3.B07/7 Pa7/9 Ba7/11 NI7/12 


Y 7 ; f j } Teer ’ Del Norte Delta NO07/1 
* our coffee aftives in perfect condition shipped Argentine 5 Nordglimt Nopal NO7/5 Ho7/8 


State Line 13 days from Santos, 12 from Rio to our 5 Del Mundo Delta NO7/13 
modern terminal, Pier 25, North River, New York Argentina Mormac NY7/7 


de JANEIRO 





% Fast modern freighters plus 3 new passenger liners serve 
the East Coast of South America . immaculate holds, SANTOS 


skilled handling by experienced crews eliminate damage 


Mormacsurf Mormac LA6/9 SF6/13 Va6/21 Se6/22 P06/24 
Del Sud Delta N0O5/27 Ho6/1 
Colombia Lloyd NY5/30 
Appirgedyk Hol-Int NY6/2 Bo6/4 HR6/6 Chsn6/10 Ba6/12 Pa6/13 
Mormacoak Mormac NY5/31 Bo6/3 Pa6/5 Ba6/6 Nf6/7 
Snefjeld Nopal N06/2 H06/5 
Sagoland Brodin Ba6/3 NY6/4 Pa6/7 Bo6/9 M16/15 
Del Rio Delta NO6/7 Ho6/12 
Argentina Mormac NY6/2 
Mormacsea Mormac Jx6/6 Ba6/10 Pa6/12 NY6/13 Bo6/16 MI6/20 
OVER 2 Nicaragua Lloyd NY6/10 
: Nopal Progress Nopal N06/11 H06/14 
De! Monte Delta N06/14 H06/19 


TWENTY-FIVE Mormacisle Mormac LA6/23 SF6/26 Va7/5 Se7/6 Po7/8 


4 Mormacwave Mormac NY6/12 Bo6/16 Pa6/17 Ba6/19 Nf6/20 
‘ Axeldyk Hol-Int NY6/16 Bo6/18 HR6/20 Chsn6/24 Ba6/26 Pa6/27 
YEARS OF iV RAN : Pe Wes-Lavy LA7/2 SF7/5 Po7/12 Se7/14 Va7/15 
. 3 Del Mar Delta N06/17 H06/22 
CONTINUOUS —— STOCKARD Mormacyork  MormacNY6/19 Bo6/22 Pa6/24 Ba6/26 
eee ee@ee3##ee¢e , Brasil Lloyd NY6/20 
Blue Master Nopal N06/22 H06/25 
DEPENDABLE STEAMSHIP Guatemala Lloyd N06/24 H06/29 
AGENCIA de Mormacdawn | Mormac A7/7 SF7/10 Va7/19 Se7/20 Po7/22 
SERVICE TO VAPORES GRIEG S/A CORPORATION Del Aires Delta N06/29 Ho7/3 
side feat a pg 6 Mormacteal Mormac Jx6/27 Ba7/1 Pa7/3 NY7/4 Ba7/8 MI7/12 
10 " , WY. : Mormacd Mormac NY7/3 Bo7/7 Pa7/9 Ba7/1l Nf7/12 
THE COFFEE Praca Maua 7 Whitehall 3-2340 bd ete Delta ; NO7/1 Ho7/6 
Santos BALTIMORE: 6 Nordglimt Nopal NO7/5 Ho7/8 
y 738 East Redwood St. 5 Del Mundo Delta NO7/13 Ho7/18 
TRADE Praca de Republica, 46 PHILADELPHIA: 5 preset Mormac NY7/7 
101 Bourse Bldg, Del Sud Delta NO7/15 Ho7/20 


uw 


or flavor contamination 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell Inc., General Agents 
24 State St., New York 4, BO 9-5660 
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SAILS SHIP 


TANGA 


5/11 Rondo 
6/18 Friesland 
7/13 Samarinda 


VICTORIA 


Del Valle 
Del Rio 
Del Monte 
Guatemala 
Del Aires 
Del Mundo 


CALCUTTA 


Exemplar 


Steel Navigator 
Exminster 
Steel Traveler 
Stockholt 

Steel Age 

Steel Surveyor 


COCHIN 


Sarek 

Stee! Navigator 
Steel Scientist 
Exemplar 
Coolidge 

Steel Traveler 
Steel Admiral 
Hoegh Drake 
Exminster 
Polk 

Steel Age 
Stovkholt 
Steel Flyer 
Jackson 


5 
5 
5 
5 
5 
5 
6 
6 
6 
6 
6 
6 
6 
6 


Steel Surveyor 
Steel Architect 
Buchanan 


Adams 


15 Steel Worker 


COLOMBO 


Matra 
Mahronda 
Stee! Navigator 
Steel Scientist 
Exemplar 
Coolidge 


Vn vwuw uw 


Lica 
Exminster 
Steel Traveler 
Hoegh Drake 
Stee! Admiral 
Polk 

Peter 

Steel Age 
Steel Flyer 
Jackson 


avuvuuwuw 


ANAND 


Olga 

Steel Surveyor 
Stee! Architect 
Buchanan 


ANA 


Luna 
Adams 


Nedlloyd 
Nedlloyd 
Nedlloyd 


Am- Exp 


Isthmian 
Am- Exp 
Isthmian 
Hellenic 

Isthmiat 


NY6/12 LA7/2 SF7/6 Po7/10 Se7/14 Va7/18 
NY7/20 LA8/7 SF8/10 Po8/14 Se8/18 Va8/22 
NY8/14 L09/2 SF9/5 Po9/9 Se9/13 Va9/17 


N05/25 Ho05/30 
N06/7 Ho06/12 
N06/14 H06/19 
N06/24 Ho6/29 
N06/29 Ho7/3 
NO7/13 Ho7/18 


TEA BERTHS 


Bo6/16 NY6/18 Pa6/21 Ba6/23  HR6/26 
Chs.6 30 

N06/17 

Bo6/29 NY7/1 Pa7/4 Ba7/6 HR7/9 Chsn7/13 

NY6/28 NO7/6 

NY7/14 

NO7/18 


Isthmian NY7/23 NO8/1 


Hellenic 
Isthmian 
Isthmian 
Am- Exp 
Am- Pres 
Isthmian 
Isthmian 
Kerr 

Am- Exp 
Am- Pres 
Isthmian 
Hellenic 
Isthmian 
Am- Pres 


Isthmian 
Isthmian 
Am- Pres 


Am- Pres 


Isthmian 


Cunard 
Cunard 
Isthmian 
Isthmian 
Am- Exp 
Am- Exp 


Maersk 
Am-Exp 
Isthmian 
Kerr 
Isthmian 
Am- Pres 
Maersk 
Isthmian 
Isthmian 
Am- Pres 


Maersk 

Isthmian 
Isthmian 
Am- Pres 


Maersk 
Am- Pres 


(Con 


NY6/14 

N06/17 

Bo6/13 NY6/14 

Bo6/16 NY6/18 Pa6/21 Ba6/23 HR6/26 

NY6/26 NY7/1 Pa7/3 Ba7/4 HR7/6 SF7/24 

NY6/28 NO7/6 

Bo6/25 NY6/26 

NY7/3 

NY7/1 Pa7/4 Ba7/6 HR7/9 

NY7/10 Bo7/15 Pa7/17 HR7/18 SF8/6 

N07/18 

NY7/14 

Bo7/12 NY7/13 

NY7/24 Bo7/29 Pa7/31 Ba8/1 HR8/3 LA8/18 
SF8/21 

NY7/23 NO8/1 

Bo7/26 NY7/27 

NY8/7 Bo8/12 Pa8/14 Ba8/24 HR8/17 LA9/1 
SF9/4 

NY8/7 Bo8/12 Pa8/14 Ba8/15 HR8/17 LA9/1 


Bo8/9 NY8/10 


Bo6/15 NY6/17 Pa6/20 Nf6/22 Ba6/25 
SF6/13 N06/18 H06/21 Ga6/23 
N06/17 


SF7/24 

Ha6/13 NY6/16 MI7/5 

NY7/1 Pa7/4 Ba7/6 HR7/9 

NY6/28 NO7/6 

NY7/3 

Bo6/25 NY6/26 

NY7/10 Bo7/15 Pa7/17 HR7/18 SF8/6 

NY7/7 MI7/22 

NO7/8 

Bo7/12 NY7/13 

NY7/24 Bo7/29 Pa7/31 Ba8/1 HR8/3 YA8/18 
SF8/21 

Ha7/15 NY7/18 MI8/5 

NY7/23 NO8/1 

Bo7/26 NY7/27 

NY8/7 Bo8/12 Pa8/14 Ba8/15 HR8/17 LA9/1 
SF9/4 

NY8/5 MI8/20 

NY8/17 Bo8/22 Pa8/24 Ba8/25 HR8/27 LA9/12 
SF9/15 


tinued On Page 64) 








f aj 
Bo6/13 NY6/14 = 4 
Bo6/16 NY6/18 Pa6/21 Ba6/23 HR6/26 OMenIL ine 
NY6/26 Bo7/1 Pa7/3 Ba7/4_ HR7/6 LA7/21 


Regular Service 
From The Principal Brazilian Ports To: 


NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


Z Bringing North and South America nearer each other, LLOYD ; 
= BRASILEIRO makes the Good Neighbor a Close Neighbor. 


NEW YORK NEW ORLEANS 
17 Battery Place Queen & Crescent Bldg. 





. growing 
- Central 
America 


—} 


ey 


ah 

/ 
Yas 
Pa 


protecting the fine flavors of a 
Central American coffees with = “= 


\ 


proper handling! 7 


El Salvador 
and Nicaragua to 
co U. S. Gulf 
and Atlantic Ports 


Bieh! & Co., Agents All Gulf Ports 


Mamenic International Corporation, Agents 
26 Broadway, New York 4, N. Y. @ Tel: WHitehall 3-9020 








Crops and countries 





coffee news from producing areas 


New Latin American coffee agreement 


for two years studied by producers 
Suggestions for a new pact to replace the Latin American 


Agreement have been proposed by a special com 
Brazil, Colombia. EI 


C oftec 
mittee, Comprising representatives ot 
Salvador, Guatemala Mexico 


The new agreement would come into effect when the old 


and 


one expires September 30th 


submitted to the board of directors, include 


The plan, 
pr 
Aim if 


producing countries of the world, to obtain an adequate 


balance between supply and demand 
The supply for the coffee year 1959/60 should be estab- 
lished actual and current de- 
mand 
Study quota figures, taking into consideration the follow- 
(a) exports of each country in their best 


} osals 


a fixed export quota agreement among the coftee 


in such a way as to balance 


Ing matin factors 
coffee year over a period to be determined among the last 


tive or ten years; (b) estimated production of each country 
n the coffee year 1959/60, as estimated by the USDA, and 
the percentage it represents of the total; (c) sacrifices of 
cach country, so as to distribute the burden among them 
in an equitable manner; and, (d) normal population growth 
as well as consumption increases resulting from efficient 





HAAS BROTHERS 


Coffee Importers and 
R epresentatt ves 


230 California Street 
San Francisco II, Calif. 











promotion and from the elimination of fiscal and other bar- 
riers that now artificially reduce consumption in many 
countries. 

Take the necessary steps, with the USDA, to make estt- 
mates of 1959/60 production available as soon as possible. 

Examine all the data supplied by the participating coun- 
tries of the Latin American Coffee Agreement. 

Establish preliminary contacts with coffee producing coun- 
tries outside this hemisphere, as well as with the major con- 


sum:ng countries, 


Coffee crises studied in new 


book by Alceu Martins Parreira 

A study of this turbulent era in coffee, “A Generation 
among Two Crises of Coffee,” has just been published in 
Brazil by Alceu Martin Parreira. 

This 180-page book, in Portugese, places in perspective 
the crises which have shaken the coffee world in recent years. 
It reviews developments inside Brazil and in the coffee 
markets of the world, and covers events as recent as late 
last year. 

For copies of the book, write to Mr. Parreira at Caixa 
Postal 793, Santos, Brazil 


See record Uganda crop 

The 1958/59 Uganda coffee crop is expected to set a 
record. It is estimated at 1,500,000 bags, compared with 
1,425,000 in 1957/58. Trade and other data show that the 
1957/58 crop was not affected by drought as much as had 


been thought earlier. 





Bx. \] . \ 
Maximo Stahl & Cia. Sucesores 
Established 1896 
Cable Address '"MASTAHL" all Codes 
Head Office: GUATEMALA CITY 


Branches: COATEPEQUE, ESCUINTLA 
RETALHULEU 


General Agents 


RETALHULEU COFFEE COMPANY 


Coffee Exporters 











West Africa to U.S. Atlantic and Pacific Coast Ports 


Monthly 


arrivals from 


MATADI 


DOUALA 
ABIDJAN 
FREETOWN 
via fast modern 


cargo liners 


vor Ets 


_ MOLLER STEAMSHIP COMPANY, INC. 


General Agents 


30 Broad Street, New York 4, N.Y. * HAnover 2-1500 


West African Agents 
MATADI: Agetraf, S.C.A.R.L., 3 rue de Vivi, P. O. Box 36, Matadi, 
Belgian Congo. 
DOUALA: Societé Navale Delmas-Veiljieux, P. O. Box 263, Douala, 
Cameroons. > 
ABIDJAN: Societé Navale Delmas-Veiljedx, 17, Avenue Louis Barthe, 
P. O. Box 1281, Abidjan, Ivory Coast. 


FREETOWN: J. P. Holmen's Successor Ltd., P. O. Box 130, Freetown, 
Sierra Leone. 
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Coffee’s “crash” program 


In this period of coffee surplus, there has been until 


now—one strange fact: industry-level effort to sell more 
cottee has not increased. 

Once the hard fact of the surplus became clear, the focus 
was not on selling more coffee. It was on achievement 0: 


an international coffee agreement and a crop quota system. 


Work 


continues on them, and also on finding broader, long-term 


Progress was made toward both these objectives. 


solutions to the problem. 


But, until now, we have seen no real effort to cut into 
the surplus in the most direct way possible—by selling more 
coffee. 

If anything, industry-level promotion has been falling 


behind. The reason is simple: money. 


Any way you measure it, money available for promotion 
through the Pan-American Coffee Bureau has been shrinking. 


It’s true in amount. In the last ten years, one spokesman 


has said, PACB’s budget has fallen 22.3. 


It's even more true in what the money buys. Today's 


advertising dollar is far smaller than it used to be. Just 


to hold its own, coffee needs more promotion money. 


It's still more true relative to competition. Other bever- 


ages are spending more money—and not merely enough to 


keep the same level of impact. They're spending far more, 


to achieve mounting impact. 


It's especially true relative to the surplus. Even in a 
relatively balanced crop situation, we have to take into ac- 
count rising advertising costs and sharper competition. In 
a period of surplus, we have to do that—and be prepared to 


go far beyond. 


In a basic sense, therefore, the industry can only welcom« 
recent moves by producing countries to set up a special budget 
of more than $4,000,000 for “crash” promotion for coftec 


in the next 12 months. 


The plan has a novel aspect. Contributions by producing 
countries, based on 25¢ per bag, would be in the form of 
coffee. 

The coffee would be sold in this country through “normal 
channels”, perhaps using machinery set up by the National 
Coffee Association, with the money to be made available to 
the Pan-American Coffee Bureau for the ‘crash’ promotion. 
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“Hello, fellas . . . Yoo, hoo! . . . HEY!!" 


Proponents of the plan say it cuts through a number of 


dilemmas to meet a pressing need. Producing countries 


are short on dollars, long on coffee. The plan, they say, 
puts these facts together to make available sorely needed 


prom t108n m«¢ mney. 


There is universal agreement here with the objectives of 
the proposal. In some quarters, however, there are reser 
vations about method—the fact that the contributions are to 


be in the form of coffee. 


This is felt by some people to be an unwelcome precedent 
They think “crash” program money should be collected on 
coffee exports as in the past, on an increased per-bag basis, 
and that movement of actual coffee should be left entirely 


to private channels. 


It can only be hoped that such differences of opinion can 
be reconciled, for the industry needs the “crash” program 


and not just for a 12-month period. 
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Importers 


to the Tea Trade 
since 1846 




















Carter, Macy Company, Inc. 


37-41 Old Slip, New York 5, N. Y. 


MEMBER: TEA ASSOCIATION OF U.S.A. 














1959 Midyear Meeting gets glimpses 
of Tea Association at work 





Panel presents samples of TA activity; Tea Center moving 


ahead of schedule for end-of-year opening, Smallwood says 


The tea industry's 1959 iced tea drive started rolling 
last month. Plans for an expanded campaign in the hot 
weather months were presented to the Midyear Meeting 
of the Tea Association of the U.S.A. at the Park Lane Hotel, 
New York City 
200 tea 
were on hand for the meeting, second only to the annual 


More than men and members of allied fields 
convention as the largest trade meeting of the year. 

The Midyear Meeting has become the traditional spring- 
board for the iced tea push. This time, something new was 
added. 

Part of the meeting was tagged “An afternoon with the 
Tea Association.” Brief reports on the work of five of 
the association's committees were presented. 

The Tea Council's 1959 iced tea advertising program will 
be devoted entirely to radio for the third consecutive year, 
Charles M. Dering, of the Leo Burnett Co., told the meet- 
ing. 

Plans call for a stepped-up drive to cover 29 major U.S 
markets, he revealed. (See the detailed report by Mr. Der- 
ing in this issue.) 

To supplement the campaign, the Tea Council has blue 
printed an extensive cooperative merchandising plan for re- 
lated item promotions. 

Robert B. Smallwood, chairman of the Tea Council, said 
the Tea Center was progressing on just about the timetable 
that was set up last year. 

We expect to celebrate the formal opening at the end 
of this year, following the next tea convention,” he an- 
nounced. 

What will the Tea Center mean to the industry? 

That is a question which cannot be answered too often, 
“IT know there are some in the industry who 
But, at 


the same time, these people have reservations aobut how 


he stre ssed. 


can easily see and accept its institutional value. 


the Tea Center can be used as a direct, motivating force 
mcrvease fea consumption im the United States.” 

He declared the Tea Center must accomplish both tasks 
to fulfill its purpose. 

“As conceived, it can do both jobs,” he said. When it is 
in operation, the self-contained Tea Center building will 
be an integral part of the Tea Council's operation. 

“On the institutional plane, it will be the fountainhead 
for creating a new image and awareness of tea among people 
all over the country. Some of the opportunity and the work 
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At the Midyear Meeting of the Tea Association, trade leaders 
from two hemispheres confer. From left: P. C. Irwin, Jr., TA 
president; Clarence O. Coorey, director of the Tea Council of 
the Tea Council; and M. Gopala Menon, Consul General of 
India in New York City, and also a director of the Tea Council. 


is subtle and long range. Newspaper and magazine editors, 
for example, will meet at the Tea Center and learn of the 
industry's latest plans. Right now, this work is done in 
hotel dining rooms. The difference in atmosphere, setting 
and mood can change, in time, the general attitude of this 
We 
can only make the leaders in communications fee/ we are 


The Tea 


Center is living proof of our vitality, our strength, our im 


country s most important opinion-makers towards tea 
as important as we ourselves helieve that we are 


portance 


There is so much more to the institutional side of the 


Tea Center operation. Most of you, however, might be more 
interested in the plans that promise to have a direct effect 
on tea consumption. In my opinion, this aspect ts neither 
subtle nor long range. The key to its success lies in the 
operational philosophy expressed in these words: 
The Tea Center will be open to the 
general public by smvitation only 
“This means we are going to be highly selective in the 


groups that are invited to spend an afternoon at the Tea 


ao 





Center, and extremely well prepared to give them material 
they will use 
Mr 


Center will be operated without any sacrifice to the other 


Smallwood said it should be stressed that the Tea 


thrusts of the its advertising, mer- 
chandising, research and basic publicity programs. 

This is indicated, because the U.S. tea trade is 
voluntarily the 
needed in the public areas of the building. 

Joseph Diziki, chairman of the Tea Association's Midyear 
Meeting Committee, 
introduced P. ¢ 
Association, who introduced the speakers 

Moderating the 


reviews was Philip I 


Tea Council campaign 


true, he 


contributing to a fund for furnishings 


welcomed the people at the meeting 
ind Irwin, Jr., president of the Tea 
panel which presented the association 
ommittec Eisenmenger, vice presi- 
f the organization and chairman of the executive com 
Jack Colpitts told the meeting about the long and pains 
tking work which lies behind the development of Tea 
Council elling aids to be used at the point ot purchase 

Speaking 
Dp Was 


} 
i 


for the Merchandising Committee, he said the 


xample of It provided 


cooperation 


Members of the panel which presented capsule reviews of Tea 
Association activities at the Midyear Meeting. From left: R. D. 
Thomson (Membership), Robert Gertenbach (Junior Board) 
David Sinclair (Trade Relations), Robert Compton (Brewing) 
J. W. Colpitts (Merchandising), Philip Eisenmenger, who moder- 
ated. Session was called ‘An Afternoon with Your Tea Associ- 


ation 


i) machinery for an exchange of ideas among_ the 


trade, the Tea Council and the advertising agency on met 
chandising materials 
The 


resenting the best thinking of all the participants 
Robert Compton, chairman of the Brewing Committee, 


result, he indicated, was effective selling aids, rep- 


said this group had been directly concerned with every pro 
gressive development in the tea industry 

He recalled the history of the original group, set up a 
The 
founded 
Brewing Committee and the Tasting Panel, with eight mem 


Committee of Tea Experts when the association was 


In 1953. the committee became two groups, the 


bers in each 

The chairman of the Brewing Committee at first headed 
up both. But the activities of the Tasting Panel increased as 
it began to work with federal, state and municipal con 
tracts, and in 1955 a separate chairman was appointed. 


Still, the groups work closely together. The Brewing 


Committee tests equipment and reports on new develop 


ments and techniques in brewing. The Tasting Panel con 
Both 
interested in better brewing techniques in all its aspects, in 
keeping with the association's by-laws, Mr. Compton em 


centrates on comparative brewing tests groups are 


phas zed 


56 


Among important developments associated with the Brew- 
ing Committee are establishment of Tea Association stan- 
dards, development of the original two-ounces-to-the gallon 
iced tea formula, approval of the new 1-2-3 iced tea form- 
ula, approval of anodized aluminum tea dispensers, recom- 
mendation of at least one-half ounce of tea for quart-size 
tea bags 

Max Margolies was awarded a prize by Mr. Compton for 
answering with the “Seal of Approval” program on a 
question as to the most important development associated 
with the Brewing Committee in the last two years. The prize 
was a three-year old tea bush, grown by Mr. Compton in 


this country from Ceylon seed. 
Seal of approval 


Mr. Compton explained that the Seal of Approval is to 
be awarded to the maker of brewing or dispensing equip- 
ment of any type which, in the opinion of the Brewing 
Committee, produces a satisfactory cup or tea. 

Rules and regulations covering the award are now being 
formulated, he revealed. He said that with the opening of 
the Tea Center and the tasting room there, this work could 
be developed to the utmost 

He added that the committee was watching all new de 
tea vending equipment and instant 


velopments, including 


Robert Gertenbach told the meeting that the work of the 
Tea Association's Junior Board of Directors could be ob 
erved in two areas, service and new ideas. 

We're the fellows who rise to meet a 9:00 a.m. deadline 
the auditorium door for every business session at the 
annual convention,” he explained. ‘We dutifully hand out 
We 


handle the door prizes and do lots of other unspectacular 


the red tickets and usually provide eyes to match. 


jobs, but all quite necessary for a successful convention.” 

He said other services of the Junior Board since its 
founding ten years ago included the development of a stand- 
ard tea purchase contract; checking on convention. sites; 
setting up standard procedures for submission of tea samples 
by state and local governments to the Tasting Panel; and 
serving on a variety of committees with Senior Board 
members. 

As for new ideas, the major emphasis in the Junior 
But 


raw 


Board is on selling more tea, Mr. Gertenbach declared 
all areas are considered, from the growing of the 
product to consumption of the beverage. 

He explained the technique of “brainstorming” which 
the Junior Board has used to develop new ideas. He said 
the Tea Center idea, now rapidly becoming a reality, went 
through this process. 

Test project 

Another idea, born the same way Mr. Gertenbach indi- 
cated, is for the Tea Association to announce to the trade 
government invitations to bid and, if possible, to provide 
the trade with details on successful bids. As a test project, 
this program will be limited to federal bids. 

R. D. Thomson, chairman of the association's Membership 
Committee, said that while the bulk of the tea business ts 
done along the East Coast, the membership is truly national 
About 70° are on the East Coast, from Maine to Florida, 
and the balance is split equally among the West Coast, 
the Midwest and the South. 

Present association membership, he reported, accounts for 
more than 80° of the tea sold in the United States. 
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Moreover, the companies represent all the different seg- 
ments of the trade—importers, agents, brokers, packers, 
processors and allied industries. 

These members include top retail food chains, he added. 

Nevertheless, there are non-members who should join and 
who could make valuable contributions to the association, 
he emphasized. 

He said the association has prepared a booklet outlining 
the more important features of the organization, to help 
in getting new members. 

Mr. Thomson cited the preamble to the booklet: ‘Few 
individual companies can or will do for themselves what a 


united industry group can do—in solving intra- and inter- 
industry problems; in representations to governments; tn 


protecting the welfare of the consumer and the industry 


at the same time.” 

An invitation to contribute material to the association's 
bulletin was extended by David Sinclair, chairman of the 
Trade and Public Relations Committee. 

Following the meeting, the tea people adjourned to the 
cocktail lounge, where discussions continued on a more 


informal—and further stimulated—basis 


Says 200,000 ‘salesmen’ prove visibility 
ups iced tea sales in nation’s restaurants 


There are 200,000 “salesmen” in restaurants throughout 
the country which have proved you can sell more iced tea 
if you display the product so it can be seen. 

E. H. Sieling, president of the Sieling Urn Bag Co., de 
‘Ollas” have demon- 


iced tea sales 


clared last month that glass iced tea 


strated that visibility can increase two, three 


or even four-fold.’ 
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TETLEY TEA 
is specially made 
for tea bags 


Finest Yous foc ; 
Over 100 Years 


New unit can dispense flaked ice, 


water, concentrate from one faucet 

A new dispensing unit which combines ice, water and 
concentrate in one unit has been announced by Flake Ice 
Machines, Inc., a division of Helmco-Lacy, Chicago. 

The company suggests that the unit can be used to dis- 
pense iced tea or cottee efficiently 

The counter-top model provides a continuous supply of 
“hard, dry individual flakes of ice that are uniformly clear 
and will not cloud in water or beverage,’ the company 
said. 

The unit is in two parts 

and each can be used separately. 


the ice maker and the dispenser 


Pat Moore tours U. S., Canadian tea markets 


Pat Moore, co-manager of Harrisons & Crostield, Ltd., 
Colombo, was in the United States recently to study the 
tea market here. 

He also visited Canada to observe tea trends there 

He made the one-month tour as a guest of Irwin-Harr 
sons-Whitney, Inc., New York City, and Harrisons & Cros 
field (Canada), Ltd. The trip included a visit to the Pacific 


Coast 


Joseph Winter visits U. S. 

Joseph R. Winter, representative of Balmer, Lawrie & Co., 
Ltd., Calcutta, arrived on the Queen Mary recently 

While in New York City, he made his headquarters at 
the offices of his firm’s agents, George C. Cholwell & Co., 
Inc 

Mr. Winter made his customary tour of the West Coast 


and Canada. He planned to fly from Montreal to London 
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% A Midyear Meeting Highlight Report 


1959 campaign for iced tea 
hits new markets 





By CHARLES M. DERING, Account Executive 


"Bud" Derins 


ed f 


Burnett ( 1s] 
of the U.S.A. In 
going to talk today about what we call the threc 
the three integral parts of iced tea advertising 
The Medium 
The Message, 
The Musi 


medium for 


and 


iced tea messages this 


4 he 


VCar will be 


advertising 


our 
radio The Mecssave will again be based upon 
Why don’t you have iced tea 


And 


those two memorable lines 


more often? Why don’t you have iced tea tonight?’ 


the music will be our now famous iced tea song 


Before we discuss these three factors, let's take just a few 
moments to review our basic problem in selling more iced 


Cd 


People in this country /74e iced tea. Our research shows 
that two-thirds of the people in our country drink iced tea 
during the summer months. Now, that’s a big market. In 
fact, almost any product in America today would be more 
out of every 3 people 


than satisfied with this 


But our research also shows that if the lady at home mad 
iced tea more often, put it on the dinner table more often 
the And if. the 


members of the often, it 


drink it more often other 


aske d 


be served more often and increase the availability of our 


family would 


family for it more would 


product. It's just that simple 
So our basic problem is not to expand our total market, 
not to get more people to drink iced tea—although this 


would, of course, be desirable. Our basic problem is how to 


make 


So to overcome our basic problem of availability, we have 


iced tea available more often 


set these two iced tea advertising objectives: 


l To urge women to make it tonight. 
2. To urge the family to ask for it tonight 


Of the many avenues of advertising open to us—national 


magazines, weeklies and monthlies, newspapers, outdoor 


poster advertising, network and spot television, network and 


f 


Leo Burnett Co. 


radio, just to mention the most important media 


spot 
which is the one best suited to meet our objectives ? 

Again this year we have selected spot radio as the medium 
best fitted to our advertising 

We believe our objectives can best be fulfilled through 
advertising which reaches the woman of the family at the 
time when she is most disposed to do something about it 
This calls for advertising which reaches her near preparation 
for mealtime—preterably dinnertime reminding her how 
good iced tea is, how easy to prepare, how the family will 
enjoy it, and urging her to make it vow. 

This advertising must also reach the woman with enough 
frequency to induce action 

Within the iced tea advertising budget, radio alone ful 
fills Spot radio is flexible. We 


direct our messages to the housewife during the most favor- 


these requirements can 
able time periods of the day to induce action on her part 

namely, between 3:00 p.m. and 6:30 p.m., when she is 
thinking about, or actually preparing, dinner. Spot radio 
is economical, allowing us to average 15 spots per day 


between 3:00 p.m. and 6:30 p.m. In all our markets. 


Radio's coverage of the total homes in the United States 
is greater than any other medium—969% of all homes in 
the country have one or more working radios. In 1959, there 
are some 145,000,000 working sets for the country s 51,000,- 
000 homes: 99,000,000 sets are actually 77 Aome radios, and 
35,000,000 auto- 


It is currently 


the balance 1s comprised of approximately 
plus 11,000,000 portables. 
ot 


mobile radios, 


estimated that almost nine out ten new cars are radio 


equipped. 
About 76% 
within the 
in 1959. 
accumulate 720,000,000 home impacts. 

As we did 
three 


of the total radio homes in the United States 
are 29 markets which will carry iced tea adver- 
tising During our ten week campaign, we will 
have divided our 29 markets 
for the 
all groups 


last year, we 
groups, which vary in starting dates 

May 15th, June Ist and June 15th 
running for a period of ten weeks. These starting dates were 


the three 


into 


advertising 


determined by the average mean temperature in 
groups of markets. 

Now let's talk a little about the basic message: ‘‘Why don't 
you have iced tea more often? Why don’t you have iced 


PEE “S EA NDUSTRIES hie Ebavior Firehd 


and 





tea tonight?” 

These two questions hit directly into our problem—getting 
the woman to make it more often—getting the family to 
ask for it more often. 

Embodied in these questions are the unspoken thoughts 
of the goodness of iced tea—its pleasant taste, its thirst- 
satisfying, cooling pleasure. And equally important is the 
logical, implied answer, “I don’t know why . 

we like it we will have it more often.” 

Early research of these questions indicated that they were 


it's good 


very memorable and had a high level of recall in test markets. 
Because of this high level of recall for this message, it was 
decided to make these questions the basis for a new campaign 
with one important new element added. 

In 1957, the iced tea song was introduced to the public. 
After its first summer on radio, this melodious, catchy song 
won high popularity among radio listeners. You will re- 
member, several radio stations throughout the country re- 
ported this tune among the top ten request songs from their 
listeners. 

There was no question in any of our minds about bring- 
ing the song back the following year. I’m sure you all re- 
member last summer's versions in swing band with quartet 
vocal, Dixieland and the piano quartet arrangement. 

Well, what happened with the Iced Tea Song last sum- 
mer? First, we did our own research. Specifically, we set 
out to measure the total proportion of homes in which the 
adult persons interviewed could recall or identify the com- 
mercial. 

In the cities of Buffalo, Boston, Atlanta and Dallas we 
had interviewers call on homes with small tape recorders and 


ask of adults, “What are the missing words in the follow- 
ing question: "Why don’t you have more 
often?’ "’ The question was merely asked of them leaving 
out the words “Iced Tea."’ No aid, no music. This is what 
happened: An average of 44% recall for the four cities. 
If the respondent could not identify the missing words 
without aid, the interviewer played the commercial on the 
portable The 


average was 19% for the four cities. 


again omitting the two words “Iced Tea.” 


If the respondent could not identify the missing words 
after hearing the music, a last aid to recall was given. The 
respondent was told the missing words were a beverage 
The average was then approximately 3% for the four cities 

The total recall of the iced tea campaign, combining those 
who recalled without any aid and those who recalled by 
either hearing the music or being told it was a beverage, 
was an average of 66% for the four cities on total recall 
for the campaign. 

This is really an amazingly high level of recall. We must 
remember that the respondents had no other way of identify 
ing the product than by radio. The slogan appeared in no 
other advertising medium. This is convincing evidence that 
we have a very effective campaign. 

We had further evidence of the success and popularity 
of the iced tea campaign from an important and impartial 
outside source. In a survey conducted by John Blair & Co., 
nationwide radio station representatives, the iced tea song 
ran away with the number one rating in a nationwide spot 
radio commercial contest. With over 225 campaigns nomin- 
ated for inclusion in the contest, the iced tea song won 


first place by a wide margin—almost twice as many votes 
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is the second place commercial 
Shortly thereafter, Advertising Age magazine conducted 
1 poll among radio and television directors across the nation 


to determine the best radio campaign of the year. In this 
survey, the iced tea campaign came out on top again as best 
of the year 

We believe you will agree with the decision of the Tea 
Council's Executive Committee and the advertising agency 
Why 


music of the 


with the medinm ot radio, the message of 


have iced tea more often” and the 


Everything we know about song popularity 


tea song 


radio listeners indicates the iced tea song should be 


popular this year than ever before. By the very 


ple isantness of its sell, the 


ive. It becomes an old friend you like to hear 


more 


iced tea song improves with 


For the there are some new elements 


idded Wi 


commer tals 


1959 campaign, 


have increased tener mvolvement in these 
We have built a new quality of interruption 
ind freshness—to make people stop and /sten, 


Iced tea—a good idea in any language 


{ 


tT Newness 
ind listen hard 

There are 60-second, 30-second, and 10-second versions in 
French Hawaiian and Pizzicato 
versions 

We expect listeners to have some fun listening to these 
spots, to make sort of a game out of taking part in them 
We know that this kind of 


the consumer means a much deeper penetration of our mes- 


and Italian, and Viennese, 


“involvement” on the part of 


save—and that can be translated into better sales 


We believe that the freshness of this year’s spots their 


will make the iced 


engaging, new, interrupting quality 
tea song more popular and more effective than ever before 
in helping to sell iced tea 

With our combined efforts, we look forward to 1959 be- 


ing the biggest year iced tea has ever had 


ALUMINUM 
DISPENSER 


This new aluminum 
iced tea dispenser 
has been _ intro- 
duced by Wear- 
Ever Aluminum, 
Inc., New Kensing- 
ton, Pa. Available 
in a golden or sil- 
ver glow finish, it 
has a new anodiz 
ing process which 
extra hard, 

easy - to - 
surfaces 
stain 


gives 
smooth, 
clean 
which resist 
and preserve fla 
vor. Tea is dis- 
pensed through a 
Sieling faucet. 


Lipton promotes iced tea 
sales with ‘Make an X” 


contest on product benefits 


Lipton iced tea will be backed this summer by a $50,000 
consumer contest offering more than 1,100 cash prizes. 


Scheduled for June and July, the “Make an X” 
will carry a top prize of $25,000. Contestants are required 


contest 


to select from a group of six product benefit statements the 
one that best describes why they like Lipton iced tea and 
to complete in 25 words or less the reason for their selec- 
tion. Entries must be accompanied by a Lipton tea or tea 
bag box top. 

Full pages, in color, will be run in Life, Woman's Day 
and Everywoman’s Family Circle, as well as Sunday supple- 
ments, in support of the summertime drive. 

Lipton is also making available a variety of in-store dis- 
plays for use in connection with the contest promotion 


Tom Dannemiller named TA director 


Thomas E, Dannemiller, of the Dannemiller Cotfee Co., 
has been elected a director of the Tea Association of the 
Us Si 

He fills a vacancy left by the 
(Chester) Chapman, who ts associated with the same com- 


resignation of H. W. 


pany. 
Mr. Dannemiller has been active in tea industry affairs. 
He is a former chairman of the Junior Board of the Tea 


Association. 


Tea cartons win packaging awards 


Two tea cartons were among the 19 food packages which 
won awards in the 1959 carton competition sponsored by 
the Folding Paper Box Association of America, 

A general merit award for merchandising superiority went 
to Seeman Bros., Inc., New York City, for the White Rose 
Tea carton. 

A similar citation went to the Ming Tea Co. division 
of Heublein Foods, Inc., Hartford, Conn., for the Ming 
Cha Tea carton. 

In all, 100 
entries. 

White Rose Tea is particularly noted for the way in which 
the brand symbol is handled on the various cartons in the 


cartons were selected as best out of 1,214 


company’s family series, the judges indicated. 

(For a case history on the development of the White 
Rose package design, see the April, 1959, COFFEE & TEA 
INDUSTRIES, Page 57.) 

The nature of the White Rose Tea product “is carried 
out graphically in such a manner that its identity is readily 
apparent,” the judges commented. “Although the types of 
tea vary throughout the White Rose line, the packages main- 
tain a family continuity with a fine sense of mass display 
effect.’ 

The cartons were designed by Lippincott & Marguilies, 
New York City, and printed by the Rochester Folding Box 
Co., Rochester, N. Y., in four colors and varnish letterpress 


on white patent coated news stock. 
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Announce rates on tea from London, Rotterdam 
to Great Lakes ports via St. Lawrence Seaway 


Ship freight rates on tea from London and Rotterdam 
to the Great Lakes ports are now available, it is reported 
by Martin E. Coughlin, chairman of the Transportation 
Committee of the Tea Association of the U.S.A. 

From London to Cleveland, Detroit, Chicago and Milwau- 
‘ce, the rate is $1.70 per 100 Ibs.; from Rotterdam, $40 
per 1,000 kilos. Add to both rates the St. Lawrence Seaway 
toll charge of 95¢ per 2,060 Ibs. | 

The authority for this rate is the Great Lakes-Bordeaux- 
Hamburg Range Westbound Conference, Mr. Coughlin said. 
The rates will remain in effect during the 1959 Great Lakes 
navigation season. 

“The differential between the through charges from the 
tea producing areas via the Great Lakes is not as favorable 
as would pertain via other ports plus inland freight,” said 
Mr. Coughlin. 

‘However, tea purchased locally in London or Rotterdam 
can be handled more economically under the above rates 
than via other ports. 


Rates on tea from Africa to U. S. 


West Coast ports cut by Java Pacific 

The freight rate on tea from South and East African 
ports to the U. S, Pacific Coast, including Vancouver, has 
been reduced by the Java Pacific Line. 

Successful negotiations to bring the rate into line with 
East Coast levels was announced by Martin E. Coughlin, 
chairman of the Transportation Committee of the Tea Asso- 


ciation of the U.S.A. 

The old rate, from African origins, Capetown to Mom- 
basa, excluding Madagascar and the outports, was $48 per 
40 cubic feet. 

The new rate is $40.25 per 40 cubic feet. 
individual line tariff, not a conference issue. 


Seeman Bros. purchases Leggett; 


Otto Trott elected a director 

Seeman Bros., Inc., New York City, has purchased Francis 
H. Leggett & Co. for $3,500,000. Both are wholesale gro 
cery firms. 

Members of the Whitmarsh family, principal stockholders 
of Leggett, are retiring from active business. Francis J 
Whitmarsh is chairman and president of the company 

Seeman Bros.’ annual sales are about $83,000,000, Leg 
gett’s about $32,000,000, 
and Premier 


White Rose 


Brand foods, announced the election of Otto J 


Seeman Bros. distributors of 


Trott as 
director. 

Mr. Trott, long associated with food merchandising and 
distribution, is presently a real estate broker with Bateman 
& Co., of Pompano Beach, Florida 

From 1933 to 1944, Mr. Trott was associated with Con- 
solidated Foods of Columbus, Ohio. In 1944 
president of Trott Super Markets of Columbus, a four-unit 
group which he sold in 1953. He then became president 
of Food Town Super Markets, also of Columbus, which he 
sold to Colonial Stores in 1955. 

Seeman Bros. will broaden its product line with the 
introduction of White Rose frozen foods shortly. 


he became 
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(Figures 


April 
1958 
3,915 
2,714 
311 
358 
47 
21 


299 


May 
1958 
4,412 
"480 


529 


Jan. Feb. March 
1958 1958 1958 
3,037 2,742 
4,152 3,445 
510 344 
303 510 
,510 ,178 
249 58 


116 


Black 
Ceylon 
India 
Formosa 
Africa 
Indonesia 
Japan 
Misc 


1,836 
56 


207 


1,t 


Green 
Japan 


Misc 


Oolong 
Formosa 
Canton 
Sentd Cntn 


Mixed 
TOTALS 


1 cited 
4 3 


+ ) 


9,980 8.479 9,065 9,219 9,840 


Figures cover teas examined and passed, do not 





Tea Movement into the United States 
in 1,000 pounds) 


June July Aug. Sept. 


926 
4 
990 


$11 


8,216 7,832 


include rejections 


Feb. March 
1959 1959 
3.051 3,889 
1,927 2,086 3,828 
694 $04 319 
241 508 501 
55) «1,069 


993 : : 056 is 355 
7 


546 


Dec. 
1958 


Oct. Nov. 
1958 1958 


3,834 


Jan. 
1959 


3,692 


1958 
3,989 
1,188 

607 
380 
787 
61 
241 


1958 


3,478 


1958 
2,148 


ob od 


7,81910,085 9,118 8,573 10,323 


Based on reports from U. S. Tea Examiner. 

















Russia has 149,000 acres 
growing tea, yielding 40% 
of her requirements 


Russia has under tea cultivation 149,000 acres producing 
nearly 40,000 tons of tea, including brick teas and coarse 
vreen leaves used for the manufacture of caffeine, according 
to Planting & Commerce, Ernakulam, India, following a visit 
to India by a Russian delegation 

Tea 
together with other crops, like tobacco and citrus 

lea 


factories a 


is grown there on state farms and collective farms 


rardens do not usually have their own factories. The 


re independently run. The farms send their green 
leaves to the factories, which are some times located 30 to 40 
miles away 
Plucking 


to September, as against the round-the-year plucking pos 
Fine plucking ts always 


season is limited to five months, from May 


sible in South India and elsewhere 


resorted to, with a strict seven to eight days round. Good 


tea is produced during the beginning and end of the plucking 


scason 
Women are employed for plucking, and on an average 
The mechanical plucker, al 


gather 20 to 25 Ibs per day 


though not yet perfect, is also used, but human labor ts still 
cheaper 

Pruning is usually done by a special machine mounted on 
a tractor. Only light pruning ts applied every year, but 


2 to 18 


once in 20 years plants are hard pruned to about 1 
inches above ground level. Bushes are given a dome shape 
by pruning or skiffing 

With regard to manufacture, the Russians concentrate on 
flavor, while India gives more care to liquor. The Russians 
do this by resorting to hard wither, light rolling and long 
fermentation. They aim more for an O. P. type of leaf and 
afterwards cut it before blending. The percentage of fan- 
nings and dust grades constitute only 159% of their pro- 


62 


duction. This entire quantity is used for making brick teas, 
along with the coarse leaves plucked towards the end of 
the season. Blending also is done in the factory, where tea 
is manufactured and then dispatched to packing factories. 

Russia's present production is sufficient to meet only 40% 
of her requirements. The next seven year plan of Russia 
envisages substantial increases both in production and con- 
sumption of tea in the Soviet Union. 

Due to climatic and other limitations, Russia is not likely 
to attain self-sufficiency in the near future. She presently 
imports teas from India, China and Ceylon to bridge the 
gap between indigenous production and requirements. This 
she will continue to do for at least some years to come, ac- 
cording to the Russian delegation. The delegation said In- 
dian tea ts extremely popular in the Soviet Union and there 
every likelihood of Russia from 


India during the years ahead 


1S more tea 


importing 
Russia imported 26,000,000 Ibs. of tea from India last 
year 

Indian tea is not sold as such on a large scale in the Soviet 
Union. A substantial portion is blended with Russian teas 
and sold as Russian teas. 

The 
teas are showing improvements 1n quality, ; 
ing & Commerce. This does not, however, mean that pure 
available to the consumer in the Soviet 


that Russian 


comments Plant 


consumer ts thus made to believe 


Indian tea is not 
He gets it, but at the same price at which the Russian 
The Russian delegation confirmed this 


Union 
tea is available. 
report 

“Cost of production in Russia is as high as Rs. 24 to 30 
per Ib. and tea is sold there for no less than Rs. 35 per Ib. 
The tea bought from India for less than Rs. 5 a Ib., when 
it reaches the Soviet consumer commands a price of about 
Rs. 35 

“Thus the price attraction of Indian tea is totally killed 
by the Russian government machinery which handles the tea 


trade,” Planting & Commerce adds. 





Packaging 


the new look for Cook’s Ankola Coffee 





Stimulate effectiveness of the packaging and merchandts- 
ing of Cook’s Ankola Coffee in competition with national 
coffee brands sold in the mountain area of Utah and Idaho. 

This was the challenge when Cook Tea and Coffee Co. 
met with their agency, Gardiner Advertising Agency, Salt 
Lake City, 1958. 


marketing 


in the spring of Strong new sales and 
plans were needed for Cook's grocery division 
to step up visibility and awareness of Cook's Ankola Coffe« 

Cook's is a regional roaster with a regional advertising 
budget. It is a company which was started in 1900 by 


Archibald H. Cook 


ing bags of coffee beans from the train depot in his wagon, 


In those early days, he began by haul- 


blending and grinding the beans by hand in his small shop, 
and delivering the ground coffee door to door in his hand 
cart 

Hard work and personal tenacity soon saw the Cook Tea 
and Coffee Co grow into a bustling, specialized retail coffee 
store. Rows of bins containing coffee from every corner of 


the world lined each side of the shop. Each in a different 
bin, these coffee beans were labeled so that customers might 
select their own personal blends, which were then mixed 
From this activity of blending cam: 
blend formulated by Mr. Cook. It 


flavor with a coffee taste 


and custom ground, 
the ‘Ankola”’ 


has a mellow 


coffee 
full strength” 

Better restaurants which wanted a more specialized coffee 
for their customers encouraged Cook's first step into the 
wholesale business 


This called for an entirely new roasting 
plant, providing mass production facilities now 


t ( ook’s 
supplies nearly every major restaurant and hotel in the Salt 
Lake City area, plus the majority of smaller restaurants and 
coffee shops. The company is now operated by Mr. Cook's 
three sons, Keate, Bob and Charles 

In 1950, Cook's began packaging Ankola Coffee in whole 
bean form for sale through food stores. Critical in’ this 
type of distribution was the problem of educating the public 
1953, the 


to begin con 


to stop and grind coffee in the store. Thus, in 


Gardiner Advertising Agency was retained 
nighttime television promotion 


tinuous, substantial live, 


Strong demonstration and selling soon had the coffee enjoy 


ing a high percentage of sales in virtually every food market 
in Utah. Elaborately staged commercials repeatedly stressed 


freshly roasted’, “fresh ground’, “fresh flavor’ and 


famous Cook’s Ankola Coffee, the prestige coffee’, 
ly hammering home a flavor, aroma and quality story 


endless 
Major 
restaurants began to switch their coffee to Cook's brand 
But a new look was now needed for the company, a new 
appeal, and a new product to 
meet changing consumer tastes. The 
Cook's Ankola Instant Coffee. Broader distribution north- 


ward into Idaho was also indicated 


package with greater sales 


new product was 


MAY 


This is the new design—in bright yellow, with black, red and green 


The order to the agency was “do it right, do it bright 
do it big, do it on what our regional budget will allow, and 
do it vow!” To achieve for such a local product sales appeal 
as substantial as for competing national brands, yet on a 
limited budget, called for the most detailed planning, closest 
agency-client coordination, and unrestricted, imaginative 
thinking 

Thorough research was the immediate requirement, for 
there was no room for costly errors 

The new Cook's Ankola package represents intensive re 
search into color, layout and marketing appe als, research on 
which the agency spent the entire summer. Layouts were 


from five different sources. Tests were made and analyzed 
Many suggested designs were comparison-tested on grocers 


circuit 


shelves. Repeated tests were made through closed 


relative color values 
the TV 
strengths or weaknesses of 
In this case, TV 


system research helped produce a design which would tele 
also provide the 


television, a method which resolves 


Transposed into the grey scale, system inherently 


sroves in black and white the 
I 


relative intensities of colors and contrasts 
vise with powerful impact, and would 
strong visibility required at the point of sale 

The package ultimately chosen was from a design by the 
Gardiner agency, based on a preliminary idea submitted by 


Arkell and Smiths through Zellerbach. It is a bright yellow, 


6 3 





with black, red and green. In mass display, it delivers a ship sailings 
brilliant, colorful impact in the stores. 

The new package is easy to read and identify. While re- 
taining the well known Cook's Ankola identity, it continues 


to convey quality, The new calligraphic Cook's logotype was 7/13  steet Worker Isthmian. Bo8/9 NY8/10 
selected as the logical extension of the old-fashioned hand- 7/27 Monroe Am-Pras NY9/3 Bo9/8 Pa9/10 HR9/11 SF9/30 


(Continued from page 51) 





lettered Cook signature in use since 1900 
In September, 1958, the new package began replacing DJAKARTA 
the old on grocers’ shelve By the middle of October, the 
‘ ‘ . y ddle : F 1l Stee! Admiral Isthmian Bo6/25 NY6/26 
transition was complete, and immediately its greater appeal 18 Peter Mearsk NY7/7 MI7/22 
McKinley Am-Pres LA6/26 NY7/12 Ba7/17 Bo7/21 
‘ _ Steel Flyer Isthmian Bo7/12 NY7/13 
vertising support was started. Then, as soon as the intro- ; eles Am-Pres LA7/10 NY7/26 Ba8/1 Bo8/S 
ductory campaign of point-of-sale aids, television spot and 6 Steel Architect Isthmian Bo7/26 NY7/27 
Luna Maersk NY8/5 MI8/20 
Pierce Am-Pres LA7/26 NY8/11 Ba8/16 Bo8 
They are continuing at this new high level, despite the fact — , Steel Worker Isthmian. 809/9 NY9/10 
Tyler Am-Pres LA8/9 NY8/25 Ba9/1 Bo9 
Madison Am-Pres LAS/25 NY9/10 Ba9/16 Bo9/z 


was evidenced by sharply increased sales, even before ad- 


store demonstrations began, sales rose at least one-third 


that promotional emphasis has now been shifted to Cook's 
Anola Instant Coftfec 
The new instant product bears a label that is outstanding 


in visibility. Again, bright yellow has been used in combina DJIBOUTI 


tion with black. red and green, expressing a family resem : Sark Hellenic NY6/14 
blance to the whole-bean package On the breaktast table, 25 Steel Scientist Istsmian Bo6/13 NY6/14 
5/26 Exemplar Am-Exp Bo06/16 NY6/18 Pa6/21 Ba6 23 HR6/26 

Stee! Admiral Isthmian Bo6/25 NY6/26 
thoroughly flavor-tested, again by client and agency, for the 9 Steel Traveler Isthmian NY6/28 NO7/6 

It truly reflects Cook’s con Exminster Am-Exp NY7/1 Pa7/4 Ba7/6 HR7/9 
: Hoegh Drake Kerr NY7/3 

Stockholt Hellenic NY7/14 

Stee! Flyer Isthmian Bo7/12 NY7/13 

Steel Architect Isthmian Bo7/26 NY7/27 

Stee! Worker Isthmian Bo8 9 NY8 10 


the new instant ts a distinctive, critical blend that has been 


gon in which it will sell 
tinued insistence on a quality product 


As soon as major markets were stocked, and even while 


NNN ND 
Ne 


listribution was being completed, a heavy saturation cam 
ugn of ten-second TV advertising hit the screens in the 


trea. Recognition and acceptance of the new product was 


HONG KONG 


nights of TV spot advertising 5/16 Troubadour Barb-Wn LA6/9 NY6/23 
1S Effie Maersk LA6/11 NY6 26 
the a } were e cues or aa PF Cleveland Am- Pres SF6 5 LA6 10 
we agency overhauled OK S Approacn CO point oF sale : Harrison Am-Pres LA6/8 $D6/14 SF4 16 
Several days spe nt by agency pe rsonnel in. stores quic kly 5/2 Tungsha Barb-Wn SF6/1° LA6/21 NY7 5 
showed the need for an entirely new coordinated point-of 2 Hoover Am-Pres SF6/19 
Japan Bear PacFar SF6/17 LA6/21 
sale program.  ¢ omplete redesign and reorganization of 3 Chastine Maersk SF6/25 NY7/13 
tore materials were recommended, approved and carried ) Fernmoor Barb-Wn LA6 29 NY7/13 
out. When advertising broke, new grinder signs, tray strips Turandot Garb-Wn LA7/9 NV7/25 
o ? c i el d : 5/18 Nicoline Maersk LA7/11 NY7/27 
shelf liners, point-of-purchase premium offers, poles, arrows 1 Satterson Am-Pres NY8/7 Bo8/12 P28/14 Ba8/15 HR8/17 
3 Johannes Maersk SF7/26 NY8/12 
Korean Bear PacFar SF7/20 1LA7/24 
Together with the client, the agency arranged for store 2: Tyler Am-Pres NY9/3 Bo9/8 Pa9/10 HR9/11 


istonishingly prompt, with some stores sold out after three 


In support of the instant and the new whole bean pack- 


ind banners called strong attention to the new packages 


demonstrations and end-aisle mass displays in key super 


market locations, a rotating program currently in process, 


KOBE 


Oxkvilie Barb-Wn LAS5/29 NY6/13 

Yamakuni Maru Yamashita NY6/24 Pa6/30 Ba7 1 Nf7 3 
Troubadour Barhb-Wn LA6/9 NY6/23 

Effie Maersk LA6/11 NY6 26 

Tungsha Barb-Wn LA6/21 NY7/5 

Chastine Maersk SF6/25 NY7/13 

Fernmoor Barh-Wn LA6/29 NY7/13 

Yamawaka Maru Yamashita NY7/17 Pa7/23 Ba7/ 24 Nf7 27 
Turandot Barb-Wn LA7/9 NY7/23 

Nicoline Maersk LA7/11 NY7/27 

Johannes Maersk SF7/26 NY8/12 

Yamakimi Maru Yomashita NY8/17 Pa8/23 Ba8/2 


which has again greatly increased store sales and brand 


awareness 
As a special consumer incentive, the new Ankola package 


offers a stainless steel mixing bow] premium on one side and 


NNN DR & 
ue Re 


a long-standing successful playing card premium on the 


a 
“oOo 


other. The entire promotion was presented in advance to 


the Cook salesmen, then merchandised to grocers through a 


NN ~\ 


two-color, two-page trade magazine advertisement which 


Was pre printed and mailed to grocers prior to publication 
During this period of sudden growth, in which the Cook 


) 


r 


sales staff was sharply expanded, the company found time 
to vo to Pocatello, Idaho, and purchase the Ed Gaynor SHIMIZU 


Coffee Co., an organization with established restaurant sales oe wecsant ‘Abner iad ei eek eek 
Johnson Am-Pres LA5/26 SF6/1 SF6/3 

Rita Maersk SF5/25 NY6/11 

Oakville Barb-Wn LA5/29 NY6/13 

Yamakuni Maru Yamashita NY6/24 Pa6/30 Ba7/1 Nf7/3 
Troubadour Barb-Wn LA6/9 NY6/23 

Harrison Am-Pres LA6/8 SD6/14 SF6/16 

Effie Maersk LA6/11 NY6/26 

Tungsha Barb-Wn LA6/21 NY7/5 

Chastine Maersk SF6/25 NY7/13 

Fernmoor Barb-Wn LA6/29 NY7/13 


and roasting facilities in that area. Plans are underway for 
expansion of Cook products into Idaho food stores 


Ed Ridley elected director of agency 


Edmund C. Ridley, who handles the Seeman Bros., Inc., 
account for Anderson & Cairns, Inc., New York City, has 
been elected to the board of directors of the advertising 


ANOAvYVUUUUUUYU 


agency (Continued on page 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


Welcome to the West! 





United States spice men break new ground with Pebble Beach 


site for American Spice Trade Association’s 1959 convention 


By HAROLD F. GAVIGAN, Chairman 
Convention Committee 
American Spice Trade Association 


At its last convention, the American Spice Trade Asso- 
ciation elected to follow the advice of Horace Greeley. As a 
result, the western trek will soon be on to Del Monte Lodge, 
Pebble Beach, Calif. 

This point may not be the 
most western point in_ the 
U. S. A., but no one can deny 
situated on the 


Ask 


from a 


that it ts 
Coast. anyone 
Ww ho hook 


what can happen on the 18th 


Pacific 
suffers 


fairway. 

In a more serious vein, let 
it be known that the members 
of the American Spice Trade 
Association domiciled on the 
West Coast welcome the Op- 
portunity of having the 53rd Convention held out here. It 
is believed that this is the time that an ASTA 
vention has moved west of St. Louis, and the unfortunate 
fact will 
be at Pebble Beach. 

Modesty requires that too much stress not be made of 
the accord with which the membership at large approved 
the holding of this convention on the West Coast. It is 
that the 


first con- 


is that so few of those who were at St. Louts 


significant, however, of the awareness 


West Coast and its members, regardless of classification, 


growing 


play an important part in the spice business of this country, 
Incorporating as they do all phases of the business—import- 
ing, processing and distributing, as well as producing many 
items of national use. 


San Francisco itself holds a distinction in the handling 


and distribution of spices not granted to many cities other 
than New York. The very earliest annals of San Francisco's 
history involves the importation of spices from the Orient, 
and Hong Kong in particular. The present membership of 
ASTA, includes San Francisco firms which engaged in such 
Importations over 100 years ago 

As far as the processing and distribution of packaged 
spices is concerned, it is worthy of note that spices imported, 
ground and packed in San Francisco enjoyed a distribution 
in retail channels on the Atlantic Coast about 50 years ago, 
and it can be further said that San Francisco processors and 
packers were among the few who did not find it necessary 
to change labels or specifications when the current Food 
& Drug Laws first came into existence, in 1906. 

Thus, we find inculcated in the industry, as it ts con 
ducted on the Pacific Coast, a tradition that is amply lived 
up to in its solid foundation in the past and in its plans for 
the future 

These comments would be remiss if they failed to make 
mention of the contribution to the industry by the pioneers 
of this state in the production of chili, paprika and various 
onion and garlic products—all of which have added greatly 
to the industry at large and to influencing American tastes 
and eating habits. Time and ability keep this writer from at 
tempting further comment on either the personages or the 
history. Suffice it to say that their efforts have been strenu 
ous, constant and successful 

Under such overall circumstances, all of us on the Coast 
are looking forward to this convention, We are confident 
that those who attend will leave well repaid, and will look 
back at it as an enjoyable and fruitful experience. To that 


end, all of us out here are committed 
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Spice financing... 
from the country of origin to the consumer 


If your business ts spices, you'll find Irving importing from world markets ts one of the 
I I : 


lrust Company has the banking experience reasons Irving Trust Company understands 


so essential in this specialized trade. your financial needs and has the know- 


More than a century of service to firms how that you can depend on. 


IRVING TRUST COMPANY 


One Wall Street, New York 15, N.Y. 


Total Assets over $1,600,000,000 


pital Funds over $135,000,000 


West Chairman of the Board GeEorGE A. Murpuy President 


itional Banking Division—ARTHUR G. BOARDMAN, | 


MEMBER FEDERA 





WHOLE 
BLACK 


Bure Ground Pure Ground 
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+ A Midyear Meeting Highlight Report — Basic Trends 


present-day spice consumption 





By STEWART P. WANDS, Executive Secretary 
American Spice Trade Association 


“Is spice consumption on the increase?” 

There are several ways to look at this question, but 
statistics of our industry clearly show that Americans 
using more spice in their food today than they were 
years ago. 

Unfortunately, we cannot 
tell the 
sumption gain because many 


extent of our con- 
of the figures that would de- 
fine it are not available. There 
is, however, ample proof of 
progress. 

In the past five years 
(1954-58) our total 
sumption of imported Spices 


con- 


and the domestic items for 


which there are official rec- 


ords averaged 160,054,000 


Ibs. a year. This amounted 


to .9 Ibs. per capita annually. During the years 1920-35 


(the only peacetime period available for comparison) the 
comparable volume of and domestic production 
averaged 103,060,000. Ibs 
capita per year 


Not included in these figures are dehydrated onion and 


imports 
a year. Th‘s was .8 pounds per 


garlic products, parsley flakes, certain red pepper production, 


miscellaneous domestic herbs and sesame seed. Had official 


figures been available for these products, it is probable 
they would show that current con umption is averaging over 
175,000,000 Ibs. a year, or more than a pound per person 
a year. We are told, for example, that dehydrated garlic con 
sumption alone amounted to 7,000,000 ibs. in 1956 (or 
the equivalent of approximately 35,000,000 Ibs. of fresh 
garlic) and all indications are that it is larger now. We 
have a report that the red pepper production not included 
in our official figures now amounts to more than 1,500,000 
Ibs. a year. We have no total for parsley flakes, but we 
know that this product is among the top ten sellers of at 
leact two of our leading grinders. Sesame seed was not 
included in the totals above because it is impossible to say 
how much ts used as a spice. It 1s sure, however, that a con 
siderable port’on of the 14,737,050 Ibs. imported in 1958 
and the 10,000,000 Ibs. (a USDA figure) produced in the 
U.S. last year found its way to bread and roll 

The fact that overall] consumption has held its own and 
even gained slightly 'n the face of certain declines in the 
bulk markets is added proof of a healthy trend in home con 
sumption—a trend which ASTA’s own active promotional 


program has furthered. There are no stitistics to show how 


much our bulk demand for raw spices has declined or how 


much the home market has gained. However, the facts 


we do have leave little doubt that the growth of the home 
market has been a stabilizing influence for our industry. It 


(Continue d 





rounded buisness, social program for ASTA convention 


America’s spice industry is breaking new ground for its 
1959 convention. For the first time, the conclave is being 
held on the Pacific Coast. 

The site is the luxurious Del Monte Lodge, at a pictur- 
esque Pebble Beach, Calif. 

ASTA’s 53rd convention will, as usual, be tight-packed 
and down-to-earth. As the same time, social and recreation 
aspects are expected to reach new heights with the superb 
facilities available at Pebble Beach. 

On Sunday, May 24th, at 6:00 p.m., ASTA’s Board of 
Directors will be hosts at a reception for the conventioneers. 

Monday morning, at 9:30 a.m., business sessions will get 
underway with section meetings. Grinders and processors 
will be chaired by Mrs. Roxanna Beebe-Center, importers 
and dealers by C. A. P. van Stolk, brokers and agents by 
Donald A. Sayia, associate members by LeRoy Kirchhofer. 

During the morning, the ladies—under the direction of 


MAY 1959 


Mrs. will visit Carmel and Carmel Mis 
ston. 
In the afternoon, the men’s golf tournament will get 


The sports 


Pauli 


Harold E 


underway. ladies will participate in various 
events. 

That night, the associate members will be hosts to the 
convention. 

Tuesday morning, at 9:00 a.m., President William L 
MacMillan will rap the gavel to start the annual meeting 

Following a talk by Walter Doty, director of editorial 
research for Sunset Magazine, reports of ASTA officers 
and committees will be discussed. 

In the meantime, at 10:00 a.m., the ladies will compete 
in a pitch and putt tournament arranged by Mrs. Walter E 
Blair, and in other events. 


Dinner that night will be followed by a m.xed tournament 
(Continued on page &2) 
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Passing-the-Pepper — around the world! 


From Indonesia, Malaya and the Malabar Coast of 
India comes some of the world’s finest pepper. A 
strictly tropical growth, the pepper vine thrives in 
these humid areas. 

It takes four to five years for the “berries” of 
the vine to mature. Then they're picked, dried to 
the familiar black color, washed and winnowed to 
remove the chaff. Bagged and graded, the pepper 
travels via canal boat or inter-island steamer to the 
market-ports of Cochin and Singapore. 


Here the pepper is carefully loaded and stowed 
aboard a modern cargoliner. Before long the vessel 
is clearing the harbor, headed across the miles to 
the markets of the world. 

American President Lines’ ability to provide swift, 
dependable ocean transport for cargos of every type 
is the result of long experience. This same experience 
is available to you today. Whatever you ship, wher- 
ever it’s going, send it by APL—the line with the 
world on its schedule. 


APL 


AMERICAN PRESIDENT LINES ¢ 311 CALIFORN 


IA STREET ¢ SAN FRANCISCO 4 « CALIFORNIA 


LEVELAND, BALTIMOR WA N , 0.C., N, PHILAD PHIA, HAMPTON 


STRIES and T 





ASTA Convention — Publicity 


ASTA’s silent service 





By HOWARD WOLF, Chairman 
Publicity Committee 
American Spice Trade Association 


At 2:15 p.m. on Monday, April 13th, a long-distance 
operator put through a call to an office in the Empire State 
Building. Omaha, Nebraska, was on the line, the public 
relations department of the Northwestern Bell Telephone 
Co. Would the Information Bureau of the American Spice 
Trade Association be able to 
help them prepare a_ spice 
chart for inclusion in a new 
phone directory to be distri- 
buted in a five-state area? 

The reply: “That's what 
we re here for!” 

As ASTA’s 
tion, the result of this phone 
call will probably be treated 


one of 


1960 conven- 


as a mere statistic, 


the dozens of research 
jects which our Information 


Bureau will carry out during 


pr )- 


this coming spice year. 

This is a facet of our public relations program which few 
ASTA members fully appreciate. Yet the informational 
service which this bureau stands ready to supply is one of the 
important reasons so much publicity which ASTA does not 
directly sponsor is appearing in the public print today. 

Physically, our Information Bureau is located in the 
offices of our public relations counsel, the Bernard L. Lewis 
agency. It includes a library of reference books on spices 
and subjects related to seasoning; an extensive photo file, 
including shots of spices growing and being harvested 
overseas; a source file of articles and clippings collected 
for over 20 years; and, possibly most important of all, it 
includes the personal experience of people who have been 
working with spices, their history, descriptions, uses, etc., 
for years. In back of the Information Bureau are the facili- 
ties of the Lewis agency's test kitchen and home economics 
staff, so that cooking research ts available, if necessary. 

This is the place to which people over the country turn 
when they want to know something about spices. How did 
the Bell Telephone Company in Omaha learn of us? They 
called Better Homes & Garden magazine and were told 
that when BH & G information on 
seasoning, they “turn to the source 
Trade Association Information Bureau in New York.’ 

This kind of service, which our public relations program 
has been rendering for the past 21 years, could be likened 


authoritative 
the American Spice 


wants 


A AY 1959 


to public ty investment. Every year we collect its dividends 

In another direction, we see a double-page color ad on 
seasonings in Life Magazine, purchased by a meat packer. A 
four-color page in the Saturday Evening Post shows jars 
of spices and mentions their importance ; it was sponsored by 
a cheese company. A car manufacturer publishes a beautiful 
four-color spice chart—as a promotion piece. A pharmaceu 
tical company builds a vitamin promotion around spice labels 
and a spice cook booklet. A shoe firm picks spice as a 
theme for a national promotion. 

Did ASTA have any direct 
cellent examples of spice promotion? In some cases, we 
can say we did. In others we would have to say we have 
no proof, but it would be a very good bet that somewhere, 
somehow w ¢€ did. 

This is no idle boast. We do not claim to be omnipresent, 
but the service we offer is designed to inspire this kind of 
publicity. By sending out thousands of copies of our spice 
booklets, answering questions and assisting people in count- 
less other ways, we are constantly cultivating their support 

For example, a meat manufacturer who advertises his 
products in Life magazine retains an advertising agency 
which produces his ads. How did the agency people get 
the idea of featuring the spices that go into the meat as 
the theme of an ad? There are many possibilities, but it 
could well have been from the beautiful editorial 
spread that Life carried some months before the ad ap- 


connection with these ex 


color 


peared; or it might have been from one of the thousands of 
newspaper articles that appeared on spices that year; or 
from a radio or TV show; or maybe the account executive's 
wife had suddenly discovered the thrill of cooking with 
Of course, it might not have been any of these 


spices. 
Perhaps it was those 


things that brought the inspiration 
aromatic little spice samples that go out each month to the 
ad agency's test kitchen and to the home economics depart 
ment of the meat packer—courtesy of the American Spice 
Trade Association. 

Once an idea such as this is conceived at the agency, the 
art department has to produce “roughs’” with which they 
“sell” the client on this approach. Now, if you were an art 
director faced with the task of getting authentic illustrations 
of spice and you found the library very little help (as you 
would), where would you turn? In New York City, which 
houses more advertising agencies than any other place in the 
world, you would merely pick up the phone and call the 


(Con tinued on paee 77) 
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ASTA Convention — Standards 


improving the quality of spices 
through uniform standards 





By WALTER D. ARCHIBALD, Chairman 
Standards Committee 
American Spice Trade Association 


Standards for spices have been established in the form 
of written specifications by several government agencies, 
by some states and by various business houses which have 
felt the need of maintaining guides for quality control. 

Lack of uniformity and agreement among these groups 
has led to a certain amount of 
Even 
own association, when quality 


confusion. within our 
disputes occur, it ts difficult 
for arbitrators to be consis- 
tent in rendering awards in 
quality arbitrations without 
definite standards as a guide 
It has been felt that the 
American Spice Trade Asso- 
ciation should accept a_posi- 
tion of responsibility in pro 
viding standard specifications 
to serve as a point of refer- 
ence against which any group may check their own controls. 
Before any such desirable objectives can be accomplished, 
it Is necessary first to standardize specifications to govern 
the procurement of whole spices, seeds and herbs under the 
standard contracts of the American Spice Trade Association 
In the past, there has been lack of complete agreement as to 
what a description of good merchantable quality actually 
means and as to how that compares with a description of 
f.a.g. or fair average quality of the season 
In order to establish standards, two approaches are recog 
nized. One deals with sensory standards, employing sight, 
taste, smell and feel with a minimum of mechanical guides, 
and manual from 


such as separation of 


foreign matter. The other deals with laboratory standards 


SC recning Spice 


to determine such factors as moisture, starch, crude fiber, 


volatile o1l, non-volatile oil, total ash and acid insoluble ash. 

The first has to do with the appearance of whole spices, 
such as size, shape, color, feel, odor and visual presence of 
The that 


must be determined by laboratory analysis requiring tech 


foreign matter second has to do with factors 


nical equipment. 

In this field of laboratory analysis it was also found that 
different laboratories reported different results when ana 
differences were due to 


lyzing the same samples. These 
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employment of different methods or different equipment by 
the various laboratories. It was then recognized that our 
association should adopt standard methods of analyses to 
make it possible for different laboratories to achieve similar 
results when analyzing the same shipment. 

To solve this problem, the association authorized the Re 
search Committee to study the problem of methodology and 
to formulate standard laboratory methods of analysis. It 
was expected that such standard methods would be employed 
by the laboratories of members of the association and that 
this standard methodology would be made available to the 
laboratories of those who supply us and those who buy 
from us. We could then have 
guide laboratories at all levels of trade. This should provide 


a common denominator to 


correlation of results between foreign shippers, dealers 
grinders and manufacturers 


Pending the completion of this methodology project by 


the Research Committee, the association instructed the 
Standards Committee to study and formulate specifications 
for a good merchantable quality description based on sen 
sory standards. In making a start at formulating good mer 
chantable quality descriptions of sensory specifications, the 
Standards Committee first listed prohibited substances that 
should not be present at all in spices of good merchantable 
quality. At this point, it was recognized that perfection in 
cultivation, harvest:ng, storage and transportation has not 
yet been attained sufficiently to eliminate these prohibited 
substances completely. Therefore, with apparent incon 
sistency, some tolerance was established in the case of nut 
megs and pepper. Without such tolerance, we would cur 
tail, if not stop, the flow of imports. It is expected, how 
ever, that conditions of handling will constantly improve 
enabling future Standards Committees constantly to de 
crease to the vanishing point any tolerance of prohibited 
substances 

The next category of foreign matter deals with permissibl 
harmful in the sens 


extraneous substances. These are not 


prohibited substances are harmful. However, these cannot 


be completely removed in commercial practice Thirty-two 


principal spices, seeds and herbs were studied and maxi 


mum percentages of permissible extraneous matter and 
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ASTA Convention — Seeds 


trends in spice seeds 





that requires a dash ot 


housewife has a 


The 


a formula 


The 


spice 


recipe 
seeds food manufacturer needs spice seeds 
to meet 

How do they get their seeds ” 

The housewife pulls a box from the food store shelves, 
without paying too much attention to price. The food 
manufacturer always finds the price too high, yet as long 
as he needs the seeds for his formula, he places the order. 

These are simple facts. But there are many things 
influencing the trend of a particular commodity. It 1s 
the task of a market reporter, or a market analyst, to 
review developments and predict a trend. 

Whether the market is bearish or bullish doesn’t matter. 
There is always a perfect explanation as to why prices 
should go up or down. 
tacts 


Reviewing past trends is much easier. Certain 


are already known. 
There were no drastic changes in the import figures 
1958. But let's review them indi- 


for spice seeds in 


\ idually 


Sesame Seed 


seed is an oilseed used all over the world as 
In the United States there are 


Sesame 
a source of vegetable oil 
now available soya beans, cottonseed and other oilseeds 
produced here at a more convenient price. Sesame seed 
is used here mainly in the baking industry and in the 
manufacture of halvah. It is imported both in its natural 
torm, unhulled, and with the outer shell removed, the 
hulled 

The color of unhulled sesame seed ts white, yellow, red 
or black, and all shades of them. But in the U.S. only 


Hulled sesame seed is always 


form. 


the white or yellow is used 
white to amber in color 
Imports of sesame seed were as follows: trom Nicar- 
8,832,000 in 1958; El Sal- 
1-812,000 in 1958; All 
1,094,000 1n 1958: 
1957, 14,738,000 in 


avua—7,664,196 Ibs. in 1957, 


vador—3,876,979 Ibs. in 1957, 


other 3,372,613 Ibs. in 1957, 
Total 
LOSS 

While 


slightly, domestic production increased, 
Our principal sources are Nicaragua and El Salvador 


sources 


imports—14,91 3,788 Ibs. in 


imports of sesame seed in 1958 decreased 


The crop ts harvested in December/January Farmers 


i: 





By LOUIS FURTH 


plant sesame or cotton, depending on the price. The 
cotton market unfavorable in 1958, therefore a 
larger acreage of sesame seed was planted. As a 
the price of hulled white seed declined by the beginning 
of 1959 from a high of 25¢ per Ib. duty paid to a low of 
about 21¢. Unhulled seeds followed the same trend, de- 
clining from 17¢ to 13¢. 

By April, Nicaragua and El Salvador had reported 
large sales to Venezuela and Japan. Thereafter, no large 
quantity of unhulled seed was offered. Hulled seed is 
still available, since the hulling plants are well supplied. 
Yet with improved demand, the market might change 


was 
result, 


overnight. 

Domestic production has its difficulties. Harvesting 
is still a problem, as labor in the U.S, is expensive and 
the variety planted is still not completely non-shattering 
Present low prices represent a serious problem for do- 
mestic production. 

Sesame seed has an excellent flavor yet it is still not 
less than one ounce per capita. 
crackers are 


widely used in the U.S. 
Still, new kinds of breads, cakes 
appearing on the market. Efforts are being made to open 
new avenues. Sesame butter, cream, 1m- 
proved cocktail sticks, crackers and other items might be 


future. 


rolls, and 


sesame ice 


available in the 


Caraway Seed 


In the U. S. caraway seed is used mainly for flavoring 
rye bread. For years it was imported mainly from Hol. 
land but now Poland has become a strong supplier. 

Imports of caraway seed have been as follows: from 
Holland—7,556,833 Ibs. in 1957, 4,527,346 in 1958; 
Poland—2,109,777 Ibs. in 1958; other sources—38,300 Ibs 
in 1957, 178,730 Ibs. in 1958; total imports, 7 
Ibs. in 6,815,853 Ibs. in 1958. 

After the price of caraway seed declined in May to 
9l4¢, it went up suddenly to 13¢ by the middle ot 
October. Since that time, the price has moved between 


399,435 


1957, 


12¢ and 13¢. 

This is the explanation given by Dutch exporters: Im- 
ports of Polish caraway did not effect the Holland mar- 
ket because exports to Germany increased at the same 


time. The low price did not induce the farmers to plant 
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Fifty-Five Years 


of Service 


to the SPICE TRADE 


THE CAROLINA 
PEPPER ASSOCIATION 


Florence, South Carolina 


Growers and Shippers of 


HOT CAROLINA 
LONG RED PEPPERS 


e Dependable source for highest quality domestic RED PEPPERS. 

e Our "low heat—slow drying'’ process guarantees brightest RED color. 
e RED PEPPERS "bred up" for extra pungency, long lasting color. 

e FIFTY-FIVE YEARS of production experience. 


T. B. YOUNG & CO., Agents and Managers 
Florence, S. C. 
P.O. Box 632 Telephone 4367 





ASTA Convention — Southern California 


Southern California’s contribution 
to good taste in the U. S. 





By E. GEORGE LAMBRECHT, Chairman 
Southern California Regional Group 
American Spice Trade Association 


From the carly Spanish settlers, Southern California in 


herited a rich legacy of gracious outdoor living—an in 
heritance which ts fast becoming a tradition in all parts of 
America 

The backyard barbecue, 


folkway—it 1s 


or cookout, is no longer a strictly 
estern now 
important part of today 5 
of relaxed tamily en 
tuinment everywhere 
t know how 
give him some 
Charcoal, a grill and some 
thing 


In addition to the barbecuc 


to broil on it, and he 


in expert chet 
ookout, Southern California 
with other parts of the South 
west, has done much to popu 


larize such Mexican type 
foods as chili. tamales, tac OS. and similar specialties, many ol 
Which are processed in canned or frozen form for sale in 
supermarkets across the nation 

The development of more cosmopolitan tastes on the 
part of American families is of direct interest to Southern 
Calitornia’s spice and seasoning industry, which includes 
such 


the country s three largest producers of capsicum 


products as paprika, chili pepper, chili powder and hot red 
pepper 


dehydrated vegetables, such as parsley and celery, and a 


items; the country's largest producer of assorted 


unique spice ranch specializing in the production of basil 
Here 
of the nation’s largest onion and garlic dehydrators 
1,500,000 


ind tarragon also is located the main office of one 


Last year an estimated Americans traveled 


tbroad, according to reliable sources. They brought back to 
their homes, in all parts of the United States, many new 
concepts, especially in the matter of foods and food prepar- 
ition. Many of them tasted new and unusual dishes for the 
first time, and determined to enjoy the same kind of foods 
it home 

The typical American “meat, potatoes and gravy” regimen 
of just a generation or SO ago Is giving Way to a more en- 
lightened acceptance of many dishes of foreign origin which 


add to everyone's enjoyment of eating 


74 


Writing in the January issue of Fortune, Katherine Hamill 
says, in Caviar in the Supermarket, “Sales of gourmet foods 
probably have doubled in the U.S. in the last four years, 


estimates of 1958 sales run from $70,000,000 to $200,000,,- 

000, with the best-educated guess close to the higher figure 
Today the demand has spread to every section of the 

country, and the spread is social as well as geographic.” 

Through growing national interest in new food products, 
and in new and unusual ways to prepare familiar favorites, 
housewives are learning that a pinch of tarragon in the 
French dressing, for example, or a judicious amount of in- 
stant graunlated garlic or powdered garlic in’ standard 
recipes, will enable them to individualize their cooking 

The growing national demand for more flavorful foods 
is resulting in the introduction of many new food products 
in canned, frozen or processed form. This influence has 
spread to the restaurant trade as well, so that today gas 
tronomic America is alert to new flavors and new ideas of 
foods served in the home and in restaurants, as well as in 
prepared, processed foods offered for sale by manufacturers 
to both of these consumer markets 

During recent years the consumer market for dry spices 
and wet sauces has received added impetus from the growth 
ot cookery as a hobby (especially outdoor barbecue cookery ) 
on the part of thousands of men—a phenomenon which 
automatically broadens the market for these products, while 
at the same time helping to create a demand for larger, 
more ‘masculine’ containers. 

The trend toward barbecue cookery has passed the food- 
faddist phase and today countless barbecue-type products 
are consumed on a year ‘round basis. Barbecue seasoning, 
in the form of a dry condiment, is now a standard item 
with most spice repackers. 

In addition to the overall trend toward the consumption 
of more flavorsome foods, there are a number of sub-trends 
which are evident in the fields of packaging and merchan- 
dising. The packaging of chili powder is a case in point 
Not so long ago chili powder, like most spices or dry con- 
diments, was packed in small tins. During recent years 
the trend has been away from tins into glass containers; 
both types of containers were merchandised in spice racks 


in retail stores, along with other spices. Within the quite 
(Continued on page 82) 
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trends in spice seeds 
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caraway. Acreage dropped from 5,865 hectares in 1957 to 
1,358 hectares in 1958. to be harvested in July, 1959. 
The estimated crop will be insufficient to cover require- 
ments until August, 1960. 

Caraway seed can be stored for years, and it is one of 
the favorite items of speculators on the Rotterdam ex- 
The 


future will prove the correctness of such expectations 


change. A premium is asked for later deliveries. 


Poppy Seed 


Poppy seed is still used only in certain limited areas 
as topping on seed rolls and as poppy butter fillings in 
certain cakes. 

Imports of poppy seed have been as follows: from Hol- 
1,327,867 Ibs. in 1957, 4,708,158 in 1958: Poland 
1,045,095 in 1958; Turkey—597, 
1958: Denmark 


other 


land 
1,948,015 Ibs. in 

200 Ibs. in 1957, 87,928 in 
in 1957, 266,409 in 1958: 
in 1958; total imports—7 
in 1958. 


1957. 
324,934 Ibs 
266,409 Ibs 
7,140,687 


sources 


,700,895 Ibs. in 1957. 


By June, 1958, it became evident that visible stocks 


were insufficient to cover requirements until the new 


was available in October. By June. the price of 


The high 


crop 
Dutch poppy 
price induced farmers in Holland and Denmark to plant 


poppy This IS 


seed reached a high of s4¢ 


more seed, done in the spring, to be 





harvested in August/September. Danish poppy seed “was 
sold short at 15¢. Holland remained reserved. The ex- 
pectation of a large crop had its effect on our market 
In June, the price declined to 26¢, and in the spring of 
1959 reached a low of 21¢. 
Poland had a smaller crop 
Argentina had a complete crop failure. Shipments from 
Denmark were larger than in the past. Movements from 


Turkey have increased lately 


than in previous years. 


Cumin Seed 


Cumin seed is imported in an increasing volume. The 
main source of supply has been Iran Short sales at 15¢ 
fob Khoramshar in expectations of a large crop became 
The price in New York declined to 22¢ and 
moved up constantly, reaching a height of 36¢ 
First shipments arrived 


disastrous 


Turkey became another source 
late in 1958 
New crop 


It was available 3¢ to 4¢ below the Iranian 


seed, Indian cumin seed was contracted in 


February 2¢ to 3¢ below the Iranian. 
There is an increase in the domestic consumption of 
cumin seed, although the larger part of the arrivals ts 


transshipped to Central and South America 


Other Seeds 


Anise seed comes from Spain and Turkey, fennel seed 


from India, Argentina and Yugoslavia, Coriander seed 


from Morocco and Roumania. Normal demand, fair 


supply and no drastic change in prices have character 


ized the past year. 
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ASTA Convention — Mexican Flavored Foods 


the growth 





Too hot to eat, even on a cold day.’ This was the com- 
ment Eastern people used to make about Mexican-flavored 
tood 


as the flavors themselves 


However. this concept 1s fast becoming as ancient 


The flavors or seasonings used in the preparation of 
Mexican foods are ancient, dating beyond the arrival of 
1492 


Columbus in But little recognition was given them 


until the latter part of the 19th century, when the early 
Californians and Texans concocted the dish known as 
chili con carne, which was composed, as we know the dish 
today, of chili and meat 

About the turn of the century, a few canners saw pos 
sibilities in chili con carne and began canning and mer- 
chandising it on a national basis. Within a short time, chili 
and beans were added, and the two items—chili con carne 
and chili with beans—together became one of the largest 
Later the canners added other items, 


Also, other 


food processors began bottling and canning various kinds 


( anned food items 


such as tamales, enchiladas. refried beans, etc. 


of ereen and red chili sauces, 

The principal Mexican seasonings or flavorings are de 
rived trom. chili pepper (ground Ancho chili), cumin 
(cominos), oregano, garlic and onion. In the early days, 
these se asonings were used more or less in the same pro 
portions as were handed down by the Indians to the padres 
and the early settlers. Many people, tasting chili con carne, 
tamales or enchiladas for the first time, complained that 
they were too hot, and in the majority of cases they were 
right. However, regardless of the heat, people liked the 
flavor, and you might say a new industry was born by 
the beginning of World War | 

Because chilies, both the Ancho or Mexican, and Ana 
heim or California, were ideally suited to the Southern 
California climate, and because substantial tonnages could 
be consumed, several companies were organized to special 
ize in the production of chili: pepper, chili powder and 
other flavoring ingredients for the Mexican food trade 


Among the m Was our own company 


From the beginning, a continuous program of research 
Methods of 


duction, harvesting and processing had to be constantly 


and development has been carried on. pro- 


revamped, and seed strains improved. Recognizing the 
fact that heat, flavor and color must be regulated, labora- 
tories were installed and chemists and food technologists 
were employed. They set about balancing these ingredi- 
ents, to produce seasonings palatable to the general public. 


16 


Mexican flavored foods 





By E. S. CARICO, President 
Chili Products Corp., Ltd. 


Today chili powders, chili peppers and the other most 
common Mexican seasonings—such as oregano, cumin and 
garlic—are found on practically every housewife's spice 
shelf. Our American Spice Trade Association has long 
recognized the fine flavor and usefulness of these ingre- 
dients, and you will find them mentioned in a great many 
of their recipes and in their publicity. Home economists 
from all segments of the food industry are formulating 
these seasonings into their products and recipes. 

Since World War II and the advent of frozen food 
lockers, numerous Companies are merc handising any num- 
ber of Mexican dishes, such as chili con carne, chili and 
beans, tamales. enchiladas, chili rellenos, refried beans and 
tacos, to name but a few, and in addition are packaging 
complete frozen dinners. 

All of these items lend themselves to precooking and 
freezing and provide a quick, appetizing meal for the busy 
housewife. They are all merchandised extensively in the 
Southwest. Northwest, South and Midwest, as well as to 
East. 
more and more restaurants specializing in Mexican foods. 


some extent in the In addition, each year we see 

Few people realize it, but the backyard barbecue, which 
has become so popular over the entire country, stems from 
a Mexican custom. The backyard cook would have little 
to offer if it were not for the barbecue and chili sauces 
which derive their character from Mexican seasonings. 

Both the first and second World Wars helped to pro- 
mote Mexican foods, as many of our Eastern boys tried 
the various dishes when stationed in the Southwest, and 
later went back home to demand Mexican-flavored dishes. 

The proof of the pudding is in the eating, and we are 
confident that the fine flavor, wholesomeness and econ- 
omy of Mexican-flavored foods have won them a perma- 
nent place in the better cuisine and that their use will 
increase consistently over the next few years. 


Tanganyika's 1958/59 crop estimated 


The 1958/59 coffee crop in Tanganyika, as in 1957/58, 
is estimated at 385,000 bags. There was an increase in the 
amount of mild coffee produced in Tanganyika this season 
while hard coffee declined. Much 
coffee came from the new producing areas of Tukuyu in the 
south, and Usombares in the eastern part of the territory. 
The gradual upward trend in product’on is expected to 


of the increase in mild 


continue. 





ASTA's silent service 


(Continued from page 69) 








Information Bureau of the American Spice Trade Associ- 
ation (this is our listing in the Manhattan directory). And 
because you would get constructive help, there's a much 
better chance that your ‘‘roughs” of the ad would be ap- 
proved and that it would eventually appear in print. By 
the way, if you were like many art directors, you could 
not tell ASTA who your client was (agency policy ) and as 
a result, our Information Bureau would have no_ record 
of having given an assist when the magazine ts finally pub- 
lished. All the same, we work on many of these blind re- 
quests each year—researching, supplying spices for pho- 
tography, loaning reference books, tracking down art, lo- 
cating props, checking copy, advising on approaches and 
helping in any other ways that will make it easier for some- 
one to publicize SPICces. 

This past year, ASTA’s test kitchen developed and 
tested almost 400 new recipes showing imaginative uses of 
spices. As a result of our direct efforts, syndicated news- 
paper columnists prepared 76 different columns on the use 
of spices. As a result of our monthly Spice For Flavor 
releases, hundreds of daily newspapers ran thousands of 
articles on spices. The same was true of radio shows. As 
a result of our contacts and assistance, such well known 
magazines as Look, Ladies’ Home Journal, and Modern 
Bride carried material on spices. These and many other pieces 
of publicity stand as direct results of our work this year. But, 
it could well be that ASTA received as much or even more 
publicity from the inspiration that our program generates 
the stories, photos, ads and campaigns we didn't produce. 

The fact that spices are getting so much publicity that 
ASTA does not initiate directly is undoubtedly the best tri- 
bute that can be paid to our program. It is the proof that 
our investments over the years have been extremely sound 


improving the quality of spices 


(Continued from page 71) 





other qualifying specifications were listed in the report of 
the committee. 

In proposing these quality specifications to the associ- 
ation, the Standards Committee has purposely set some 
tolerances higher than most quality-minded buyers want. 
However, it is felt that a start must be made, and if we 
Insist on perfection now, the flow of supplies will be dis- 
rupted. On the other hand, if we wait for perfection before 
proposing these standards, the start will never be made. 

These specifications are, therefore, a base and framework 
on which future Standards Committees can build and elab- 
orate. At the present time, they are high enough not to 
discourage trade but they are restrictive enough to discourage 
careless preparation by shippers, if not deliberate adulter- 
ation. 

To return again to standards based on laboratory analysis, 
the Research Committee is expected to recommend standard 
methods of analysis. This methodology project, however, 

(Continued on page 82) 
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Be sure your spice shipments 
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Ship via Farrell Lines 
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x 
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Our fast, modern cargo ships 
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African spice ports 
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ASTA Convention — Dried Onions and Garlic 


the swing to dried onions and garlic 





By L. B. WILLIAMS, Director 
California Foods Research Institute 


The potent al for dried onions and garlic in the combined 


food manufacturing, institutional and consumer markets 


should be an exciting chal 
Just look what has 
Little 


Today it is a common 


Stayvers the imagination ind 


lenve to every facet of the industry 


instant minced onion! more than two 


happened to 


years avo it Was virtually unknown 


ingredient in recipes projected to millions of consumers in 


newspapers and magazines roughly 700 of retail food 


stores carry at least one brand and package SIZ¢ 


The 


MINN | 


publicity and, recently, the advertising given instant 
have, unquestionably, been the activating 


onion 
and rapidly increasing 
is the fact that 


factors in bringing about tts rapid 
Not 
consumer 

roduction of 


roduct at the 


fo he OVE rlooked, howevet 


trends had created a favorable cli 


this form of dried onion. It 


right time 


right | 


Probably these trends has been 


unrelent 


most Important On 


demand for more of the so 


consumer; 


CONVENIENCE foods packaged Mixes and other par 


lly prepared or wholly prepared foods and beverages 
foods are as deserving of the 


And tew of the convenience 


term as dried onion and garli 


Most 


tle time ind 


save the housewife a 


little 


onvenience foods merely 


make 


onron 


meal preparation a easier. But 


ind other forms of dried onion and 


They 


easily and precisely, 


minced 


much more give her the flavors she 


wants quickly and at the same time 


eliminate all the messy preparation, unpleasant odor 
and the 


they 


(on her hands and utensils as well as in the air) 


smarting, teary eyes that come with the use of the raw 


products 
convenience 


A striking aspect of the overall picture 1s 


the number of dry, dried or dehydrated” products it 


includes. In addition to dried onion and garlic and othe: 
scasonings, there are packaged soup mixes, many brands and 
milk almost countless bak 


instant cottee, 


puddings ; 
tea and soft drinks: 


kinds; dry potatoes 


ing mixes a bewildering 
number of new ready-to-eat or partially cooked cereals; and 
there are many more new convenience products, dried, or at 
least dry. Their popularity indicates a revolutionary change 
in consumer attitude toward dried foods 

Not too long ago, we tended to think of drying primarily 
is a form of food preservation, the first method used by 
man. But today, in the Mrs dry,” 
dried dehydrated (to her the 


changeable and all mean the same thing) carry connotations 


mind of Consumer, 


and words are inter 


of convenience all characteristics 


ease and supertor quality 


of instant minced onion and other forms of dried onion 


and garlt 


The younger homemakers and junior cooks are especially 
receptive to convenience foods because they have grown up 


with them. They have not had long experience, as have 


with the “unprepared” products the con- 


older women. 


venience items tend to replace. Increasingly, home econ 


omics té ache rs are using convenience products in their cook- 
ing classes because they recognize that the new, speedy, easy- 
to-use foods are in tune with contemporary living. Today's 


young homemakers, with the many demands made upon 


them and with their many interests outside the home, will 


seldom take the time to make 
then can turn out something that tastes as good 


the quick and easy way 
minced 


a dish “from scratch’ when 


and often 


better!—for having been made 


A survey of consumers who use instant onion 


regularly showed that “true onion flavor’ ranked second 


as their reason for purchasing it 
(and the 


only to “convenience 


repeatedly. Here, again, instant minced onion 
same may be said for other forms of dried onion and garlic) 
scores as a product in tune with a Conspicuous consumer 
trend, the increase in “gourmet” cookery in the home 

This trend shows itself in many ways, but especially in 
cookbooks—and they run_ the 
range from inexpensive paper-backs to handsomely illustrated 
( ooking ‘by the book,’ 
whether the recipe comes from a cookbook or from a news- 
paper, 


for accurate measurement, especially of seasonings. Instant 
minced onion is always the same in flavor (unlike raw 


the ever-mounting sales of 


volumes selling tor $10.00 or more 


radio or television program, calls 


magazine or a 


onions, which may be too strong or too mild according to 
the season and their condition). This means flavor control, 
ften an essential quality in carefully balanced gourmet 
cookery and in foreign recipes 
food can be called a 
especially when we think of onion as a season- 


If any “citizen of the world,” it’s 


the onion ) 
ing. Clementine Paddleford is only one of several authort- 
tative food writers who have commented recently on the 
tremendous increase in foreign dishes on everyday menus 
in American homes as well as in restaurants since World 
War II. This trend toward more foreign cookery favors 
greater use of many seasonings, but of onion and garlic in 
particular; and it’s a trend that seems destined to become 
even more widespread. Americans are, truly, becoming more 
cosmopolitan in their eating habits. For example, garlic 
bread, French bread buttered and seasoned with garlic be- 
fore heating, was regarded as a novelty in most American 
homes until just a few years ago. Today it is commonplace 
throughout the land. 

Other trends in American living, too numerous for com- 
ment here, are combining to create greater interest in dried 





onion and garlic. Not the least among these is the return 
to city and apartment living, with limited kitchen storage 
space. There's room on the shelf for a container of Instant 
Minced Onion. 

From a merchandising standpoint, dried onion and garlic, 
and in particular instant minced onion, fit the trend to 
products for big volume sales. Next to salt, onion is the 
most commonly used of all seasonings. The potential for 
instant minced on‘on is, therefore, of considerable magni- 
tude—far greater, obviously, than the potential for most 
other seasonings. 

At the same time. instant minced onion fits the trend 
toward products for relatively small but profitable special- 
ized markets. The various specialized appeals that may be 
made for instant minced onion indicate that it can be sold 
in many store locations; and store tests have shown that 
this is true. When instant minced onion was introduced, one 
usually found it—if at all—on the spice shelves where, fre- 
quently, it was all but lost in an array of boxes, jars and 
tins of uniform size with similar labels. Most stores are 
still stocking it on or near spice shelves, but there is a 


growing tendency to place it in other store locations as well 


Store tests 


A report on a series of store tests and consumer studies re- 
cently conducted on behalf of American Dehydrated Onion 
& Garlic Association will be given at the American Spice 
Trades Association convention later this month. One of 
the things this research indicates is a growing trend toward 
1 demand for instant minced onion in staple s/ze containers. 


acceptance of imstant minced 


} | ) 
The Kapldly acceleratins 
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mereasimgly important imstitutional field. Restaurants, hos- 
pitals and other institutional customers have for a number 
of years made up one of the major markets for dry ingre- 
dients. Onions now loom as the next dried food to gain 
big-volume acceptance from institutional operators 

To the homemaker, the elimination of the messy prepar- 
ation of raw onion means “convenience To the institu- 
tional operator it means money, for labor is the number one 
cost factor 

Although elimination of costly preparation has been 
largely responsible for greater use of dried onions by restau- 
rateurs and other institutional operators, other factors have 
been highly persuasive. With dried onions, the storage prob- 
lems usually associated with onions—sprouting (and _ loss 
of flavor) in the bin, molding and rotting—are eliminated 
Because moisture has been reduced to less than 4%, dried 
onions can be stored as a staple instead of a perishable. And 
because raw onions are 92 water, storage space is greatly 
reduced. Kept tightly covered, dried onions retain their 
full flavor for at least a year with no color change under 


reasonable storage conditions. 
Less per pound 


With their long shelf life, reduction of labor costs and 
elimination of waste, dried onions cost less per pound 
than prepared raw onions. One pound of dried onions is 
equal in solids and flavor to eight pounds of prepared raw 
onions. 

A factor which can’t be measured in dollars and cents, 
but which seems worthy of mention, is improved kitchen 


morale. Do you know anyone who //kes to peel onions? 


(Continued on page 82) 
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greetings to ASTA from CSA 








By J. LEWIS, Secretary 
Canadian Spice Association 


The Canadian Spice Association ts pleased to extend cor 
dial Greetings to the members of the American Spice Trade 
Association on their annual convention taking place this 
Pebble Beach on the 
Coast We 


a most enjoyable 


year at 
Pac if 1¢ 


prove 


trust it 
will 
ind profitable get-together 


We welcome the 


tunity at this yuncture to com 


Oppor 


ment that the members of the 
Spice 
representing almost the whole 
of the 


ciative of the 


Canadian Association, 


trade, are most appre 
able function 
ing of the 
the American Spice Trade As 


Various committees 


sociation has set up for de 
veloping amicable trading conditions, research, etc 

We particularly recognize the publicity given to inculate 
a desire among consumers and processors to seek a better 
quality and variety of spices, culinary herbs, edible seeds 
and seasonings. It is gratifying to observe emphasis on edu- 


cation for the extensive usage of old and new recipes which 








SOKOL & COMPANY 


241 E. Illinois St., Chicago 11, Ill. 
IMPORTERS-DEALERS 


* EDIBLE SEEDS * HERBS * PAPRIKA * SAFFRON 
* DALMATIAN SAGE LEAVES 
* DEHYDRATED VEGETABLES 
* DRIED MUSHROOMS 
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give pleasure and also benefit the health of the public. 

We congratulate the ASTA committees on their aggres- 
sive promotions in the service of our historical and romantic 
industry. 

In Canada, our association is constantly studying ways and 
means to advance the interests and efficiency of the spice 
Our Public Relations Committee, under the chair- 
Hillier, is increasing ef- 


business. 
manship this year of Geo. T. F. 
forts to complement the endeavors of the American Spice 
Trade Association in advocating employment of top-quality 
seasonings and publicizing a versatile range of tested recipes 
containing spices and herbs for seasonal promotions. 

The consuming public is apparently adopting suggestive 
guidance, finding that spice flavor definitely gives zest to 
the dullest of meals. Consequently, in Canada a trend ts 
being created for the importation of best grade clean 
products, and for increasing volume in new lines of herbs, 
such as oregano, for the ever-expanding Canadian markets. 

The Canadian Spice Association’s 17th annual meeting 
and convention, under the chairmanship of J. V. Rene 
Boudrias, is scheduled to take place at the Alpine Inn, Ste 
Marguerite, Que., in the picturesque Laurentian Mountains 
(about 50 miles north of Montreal) June Sth-7th, and we 
look for 
main, discuss how to better promote consumer and processor 


a record attendance. Of course, we will, in the 


demand for good spices. 
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SPECIALISTS IN GRINDING SPICES — SEEDS — HERBS 


Decorticating — Mixing — Reconditioning 


@ 
BLACK DIAMOND SEED CO, INC. 


Plant and Laboratory 
481-487 Washington St., New York 13, N. Y. 
WOrth 2-7715 


John P. Anderson 
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INDUSTRIES and The Flavor Field 





Over 150 spices, seasonings Fennel, common Pepper, (white) 


Fennel, sweet (finochio, florence fennel) Peppermint 


approved by FDA under —" her 


Garlic Pot marigold (calendula) 
new additives amendment Ginger enernnn 
Grains of paradise Rue 
\s a further step in carrying out pro- Horseradish Saffron 
visions of the new food additives amend Lavender Sage 
ment of the Food, Drug, and Cosmetic Licorice (glyeyrrhiza) Savory 
Act, the Food and Drug Administration Mace Summer savory 
last month published a list of more than Marjoram, pot Winter savory 
150 seasonings and flavorings believed Marjoram, sweet Sesame 
to be generally regarded as safe for use Mustard, black, or mustard, brown Spearmint 
in food Mustard white, or mustard, vellow Star anise (truestar anise) 
The list includes all of the most com Oregano (oreganum, Mexican oregano, Tarragon 
mon household seasonings, such < pa- Mexican sage, Origan) Thyme 
prika and vanilla, and numerous others Paprika Turmeric 
which are known only to the gourmet or Parsley Vanilla 
the commercial food processor—such as Pepper, (black) Zedoary turmeric 
angelica, chamomile flower, estragole, and _ 





extracts of guava, juniper, orris root, 

ee CABLE ADDRESS: BERLAGE NEW YORK 
Only naturally derived seasonings and 

flavorings were included in this list. Syn 

thetic flavorings will be listed later. In 

a parallel action on November 24th 1958, IMPORTERS & COMMISSION AGENTS 

FDA published a list of 188 food chemi 

cals which it believes should be exempt 

from testing requirements of the law be OF 

cause they are generally regarded as sate 

pete ti chiape SPICES, RAW MATERIALS AND 
Publication of such lists enables quali 9 

fied experts throughout the country to 

give advice as to whether safety testing 

of any of these products is necessary, ESSENTIAL OILS 

FDA said. By exempting products gen 

erally regarded as safe from requirements 


of the law, FDA is able to concentrate » 


its attention on those for which safety 
testing is necessary, the agency added 
The list is divided into (1) spices and 
other natural seasonings and flavorings 
derived from leaves, roots, barks, ana 
berries and (2) essential oils, oleoresins 
(intermediate flavoring products), and 
natural extractives including distillates 
Proposed exemptions in the category of 
synthetic flavors are being studied 

The list of spices and other natural 
seasonings and flavorings includes 

All spice 

Anise 
Basil 

Sweet basil 

Bush_ basil 

say 

“apers 

‘arawa\ 

araway, black (black cumin) 

‘ardomon 

‘assia 

cassia (India) 

‘assia (Padang) 

‘ayenne pepper (capsicum, re | pepper) 
elery seed 

hives 

‘inchona bark, red 

inchona bark, vellow 

‘inchona bark, vellow 

innamon (Ceylon) LA t C M a A N Y | hk C 
innamon (Chinese) J. BE ’ e 


innamon (Saigon) 


lary (Clary sage) 11 EAST 44th STREET 
mies NEW YORK 17, N.Y. 
‘umin (black caraway) OXford 7-5353 


umin, black (black cumin) 


ill 








the swing to dried onions and garlic in a wrought iron or other type of metal rack or kit. These 
. assortments are generally available in units of six or seven 
ne ON fee re jars per kit. In addition to the usual sales outlets, these 
spice racks are finding wide favor as gift items; one Detroit 

Easier, more accurate cost control is providing to be still manufacturer is reported to have purchased 6,300 such spice 
inother motivating factor in the institutional trend toward racks as gifts for the firm’s department managers through- 
greater use of dried onions out the country. Spice assortments make ideal business gifts 

Until fairly recently, dried onions were offered to the — pecause they are “family” items rather than “office” items, 
institutional trade in two piece sizes, chopped and sliced. ih iieieg: die alate a gee reminder-type advertising 





Now, however, instant minced onion (dried onions in the in the donee’s home for many months of the year. 
a nvenient pi ize that 1 anging consumer onion . . ; - _ 
: “a con 5° ent | ~ s - s ch . & ' ' all Another fairly recent development in the food field is the 
rabit IS ¢ available through a number uppliers. he = 
. s) is also € : - - f oF sup} rapidly-expanding pizza market. It 1s estimated that as a 
t 1 izes are pi ‘din No. 10 tin , a - 
= A vieamtnrnd ineermcobae ; 3 ; direct result of the growers consumption of pizzas through- 
the va mayorit f nsumers and to a Dig segment : ; , 
. . 4 Fe ‘dh anes ' ¢ es out the country, the sale of oregano has increased 5,200% 
of the institutional market, ric onions and, to a lesser ex- Ae . a 
’ ae : ; ' " us ; during the past few years. The pizza market has also been 
tent dehydrat garlic, are something new. ut to S. foo : é - . - 
; —" seek ‘ te " ; , , responsible to a large extent for the increase of powdered 
manufacturers, some tf whom have been using them for ; 7 
sie - wi id ; ; é Tod garlic sales by 500% during the last seven years; this figure 
’S years or more, they re an tory—tried and true oda ; , . : - LC 
ciecaalinpstians desi naan gs iene ““Y is based on data supplied by the American Institute of Food 
there are very few major food manufacturers who do not ‘ 
Distribution, Inc. Crushed red pepper sales are also closely 
use dry onions—and many use dried onions exclusively . ea : e 
) related to the consumption of pizzas, spaghetti, and othe: 
A spokesman for the American Dehydrated Onion & 


specialties in which a spicy tomato sauce iS preferred. 
Garlic Association recently predicted that within five years 7 


To meet this constantly expanding market, the Southern 


dried onions will be as widely used by institutional operators 
California spice and seasoning processors are devoting much 


ind the average housewife as they are today by food product rae 
, time, money and effort to research and development, includ- 


manufacturers e 
ing the employment of the most advanced technological 


° . methods in the world. 
rounded business, social program 
An example is the growing American paprika industry. 


Only a few short years ago paprika imported from Europe 





was generally considered to be without parallel in surface 
Che sports program be resumed in the afternoon color, color extraction value and flavor. Now, the top quality 
ind a ladies’ card party Southern California-produced grades of paprika are able to 
The annual meeting resumes Wednesday morning, at compete on even terms with the best grades of imported 
00 a.m. It will hear a talk by W. W. Burk, chief of the paprika. As a result, more and more food manufacturers 
San Francisco district of the Federal Bureau of Investi- and spice repackers are looking to the Southern California 
gation, Discussion will continue on reports of officers and processors as a reliable source of top quality paprikas. 
ommittees. Then officers, directors and arbitration offi In paprika, as in many other seasonings, Southern Cali- 
lals will be elected fornia will continue to make worthwhile contributions to 
During the morning, the ladies will tour the Monterey America’s good taste 
Peninsula's famous 17-Mile Drive 
That evening, the convention will wind up with the improving the quality of spices 


innual banquet 





Southern California's contribution 
will not establish standard spice specifications. It will only 


(¢ ued fr page 74) provide the tools with which such specifications can be 
formulated. After methodology has been established, a great 





recent past. however. a number of the country’s largest re- amount of analyzing by different laboratories must be 
undertaken in order to accumulate sufficient analytical data 


packers have adopted the use of metal fotl envelopes; these 
attractive packages are prominently displayed at the point 
of sale in open cartons which invite the shopper to buy, We hope the start that has been made this year will 
rather than being relegated to the relatively less-traveled eventually make it possible for the American Spice Trade 


necessary to support the adoption of laboratory specifications. 


aisles where spices usually are placed Association to assume a position of leadership in the food 


Of fairly recent origin is the growing popularity of at- industry with respect to authority in questions of quality 


tractively packaged assortments of selected dry seasonings of SPICes, seeds and herbs. 


from the Canadian North Woods we bring you the finest 
VANILLIN U.S.P. 


that modern technological skill can produce 


Write us for ZINK & TRIEST COMPANY 


samples and quotations 15 LOMBARD STREET + PHILADELPHIA 47, PA. 


INDUSTRIES a 





San 


By MARK HALL 


Some green men say that the market 
is quiet but steady. Brazils in this region, 
at the time of this writing, are pretty 
well bought up and sales are a little hard 
to make, 


PANCLSCO 


Mild coffees are scarce in the better 
Centrals are pretty 
Colombians in price, which could mean 
that coffee is being held back at the 
The quotas of Centrals, though 
not sold out, are about While 
futures quotations have fluctuated, rising 
especially for May, actuals have remained 
comparatively stable and are quoted under 
figures on the exchange 


grades. close to 


source 


placed 


Though surpluses still remain, there is 
more confidence on the part of coffee men 
that the quota system has the market 
under control, for the present at least 
Distant future quotations may indicate 
a litthke more optimism than is justified 
® @ Mayor Christopher proclaimed last 
April 15th as Coffee 
American Week 


luncheon 


Day, part of Pan- 
Principal speaker at a 
Hotel 
retired 
Special 


consul 


given at the Fairmont 
was none other than Bill Lynch, 
manager of W. R. Grace & C 
Armando Aceved 
general of El Salvador, president of the 
American Na 
tions, and Judith Cornejo, KE] Salvador, 
who was chosen ‘Miss an-American 
Coffee Day.” 
Miss Denise Prado, 1959 Coffe 

toured San 
will ambassador from 15 Latin American 


guestS were 


Consular Association of 


Francisco as of ficial 
coffee producing countries. On arriving 
she was welcomed at the San Francisc« 
Airport by Weldon Emigh. A’ recepti 
was given in her honor at the Peacock 
Court of the Mark Hopkins Hotel 
eev\./.H.H ss, of the James Fin 
lay & Co., Ltd., of Calcutta, was 

way to New York and Lé 
stop-over at the luncheon meeting of 
Western States Tea 
Gino's. He was the guest of Gene Lynch 
@ @ Joe Arenas, Schilling 
a former halfback for the Forty Niners 
@ @ Members of a Turkish apprentice- 
ship team were guests of Schillings re- 
cently. The group toured the U.S. to 
programs and 


mdon, 
Association, at 


salesman, 1s 


bserve apprenticeship 


training of skilled workers 


amplings 





ADVICE TO A 
SALESMAN 


By Mark Hall 


See 
“Mark my word” 


on Page 44 











@ @ Unions support the coftee-break 
That is what the Pacific Telephone & 
Telegraph Co. found out last month in 
Redwood City, when some of their men 
were suspended for abusing the break 

@ @ The San Francisco Coffee Club held 
its last meeting at the Meadows Club, in 
There was a good attendance 
of almost 70 members and guests 


Fairfax 


a Elmer Briggs is a grandtather for 
the first time. Son Gordon and mother 
Yvonne named the baby Tami Lyn 
Elme r ois best 

father of some fine boys 
lieutenant in the Air Force, a1 
transferred to Montgome ry, \la. 


Briggs known as_ the 


Gordon is a 


id has been 


Weldon H. Emigh (left), president of the 
Pacific Coast Coffee Association, presents 
San Francisco's Mayor Christopher with a 
giant cup of coffee on proclamation of 


Coffee Day. 


@ @ Mr. and Mrs. Jose Viertas, Jr., of 
Sao Paulo, were visiting San Francisco 
last month and spent some time at the 
local office of Leon Israel & Bros. He 
is a broker handling business for the 
Coffee Exchange in New York City 

@ @ The Grace Line party will be held 
September 11th at the Orinda Country 
Club. This party has always been very 
popular with coffee men 

@ 8 |. Vonk, who at one time headed 
the coffee department for Internatio RKot- 
terdam, is now in New York City in the 
Y. Van 
Bemmel, the local manager. The com 
pany discontinued their coffee operations 
n the San Francisco office 

@ @ Fred Vance, of Standard Brands, 
was in the Fort Miley Hospital last 
month. The trouble seems to have been 


department there, according to F 


an outgrowth of his war-time service 

@ @ A membership meeting of the Paci 
fic Coast Coffee Association was called 
by Weldon Emigh at the 


Club last month to honor Coffee Day. Be 


Commercial 


not, the toast was given in 
Among 


heve it or 

ffee, rather than cocktails 
those attending was Peter Folger, a mem 
ver of the Foreign Affairs Committee of 
he National Coffee Association, and the 
industry advisory committee of the State 
Department \lso 
Johnson, Sr., 


present was FE, A. 
member f the advisory 


NCA and NCA 


Baker and Reubin 


mmittee of lirectors 
Ed Bransten, Roger 
Hills, I] 
cumulate opinions and 
future use at NCA board meetings 
@ ® Folgers has s 


These men were able to ac 


suggestions 


sale smen to ypen 
Hawan, for 
8 8B Two goo king ffice girls of 
San Francisc \uthority went 
wn to the dock to welcome th 
Westfal-Larsen ship, P 


arried 31,500 bags 


rsanger, 
f Brazils 
maiden voyage from Norway. ° 
were pressed int 
usky long horeman 
break I , but hardly 
8 @ Henry Torres, forn y of New 
York Citv, where | | 
& Bros., is now an as 
! Folger’s He Is 
entation work 
eel)N 
released a report the ot day entitled 
“Merchant Shipping on a Sea of Red 
Pape ie 
8 8 john | 


on Israel 
sistant to Bill Seely, 
' 


handling tl docu 


Lillevand, Grace Lines, 


(Larry) 


(Continued 
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FITZPATRICK & HOFFMAN, INC. 


210 California Street 


GREEN COFFEE 


San Francisco 
DOuglas 2-1474 














Tew 


nlimber your golf swing, coffe 


the Green Coffee outing is coming 


Arrangements have been made for the 
Tuesday, June 16, at Hack 
Club, Oradell, N. J 


ces will be the same as last 


affair 
Country 
the entire day; $10 for 
nner only 

An added feature will be added t 
, Ha kensack Golf 
f Managers has granted 


cars outing The 


now swimming 


ore than halt 


president 
( offee sociation, specialized as 
York Coffee 
Sugar xchange, whi he jomed in 
112 
During the war, he was hs the 
Wash- 


green 


Quartermaster General's office, 
ington, in the Purchasing Dept 
tee tt ] armed forces 
Pri to his government position, Mr 
Fromm a Barbour 

Brown & ( 

8 8 Another member of the trade, John 

Kitter, died recently after a long 
Mr. Ritter, wl 


partner in ‘J 


illness 

retired about five vears 
of H. S. Fromme 

been living in Clear 

water, 

Anna; a 

daughter, Miss Dorothy Ritter; a son, 


Surviving are his widow, 
Charles ; ur sisters, a brother and three 
grandchildren 

! | “Tim” 


vathere: 0 an old 


O’Connor’s 
tashione | 
dinnet Cavanagh’s 
dinner, to honor Jim’s retirement, 
tendered by the officers and directors 

f the New York Green Coffee Associ 
were Army 
graders for him. Jim had been chair 
man of the U. S. Army Coffee Advisors 
Committee of — the Coffee Assn 


ation and the men who 


(Green 
tor 17 years 

In appreciation of his services to the 
coffee industry, — the Association — pre- 
sented Mr. O’Connor with a gold set of 


le Powis 


Denise Prado, Pan-American Coffee Queen 


cuff links, tie clasp, belt buckle and a 
gold key blank. Phil Nelson made the 
presentation 

J. M. Clark of Anderson, Clayton & 
Co., was master of ceremonies at the 
dinner 

R. A. Medina had the gathering howl- 
ing at his funny Mexican jokes 
#8 The U. & J. Lenson Corp., Brook- 
lyn, importers, roasters and packers of 
tea and coffee, announced that Alex 
Kopit has joined the organization and 
was elected a vice president 

Mr. Kopit, previously with Eppens, 
Smith Co., Inc., started his coffee career 
in 1931 
@ 8 National Coffee’s Board of  Di- 
rectors gave a luncheon in honor of 
Manuel Proto, who recently retired as 
the representative of the Mexican Coffee 
Institute 

Lic. Jorge N. Canavati has been 
named to succeed Mr. Proto 
® ® Marcia Simansky, secretary and gal 
Friday to Clement M. Hakim, tea im- 
porter, announced her engagement to 
Mr. Harry Sagoffsky 


@ # About 300 members of the coffee 
trade turned out at the Plaza Hotel to 
greet Senhorita Denise Prado, of Brazil, 
the 1959 Pan-American Coffee Queen. 

The reception, hosted by the Executive 
Committee of the Pan-American Coffee 

Sureau, was part of a whirlwind, cross- 
country tour of coffee centers by Miss 
Prado 

The Queen, who was elected by 15 
Latin American countries, displayed regal 
charm when introduced to the trade. 

The reception rounded out a busy day 
for Miss Prado. It began with an early- 
morning appearance on Dave Garroway’s 
“Today” show 

The morning following the reception, 
Miss Prado opened trading at the New 
York Coffee & Sugar Exchange. 

Later in the week, she paid an official 
call on Mayor Robert E. Wagner at City 
Hall 

Miss Prado presented the Mayor with 
a set of demi-tasse cups on behalf of the 
Latin American coffee-producing repub- 
lics she is representing 

The pretty goodwill ambassador pointed 
out in her talk with the Mayor that cof- 
fee is the most important agricultural 
export of Latin America. She said, “we 
depend upon it for dollars to buy the 
goods which you produce in the U.S.A., 
which we need so very much for new in- 
dustries, hospitals, schools and many other 
things. In Latin America, we must have 
a prosperous and strong coffee industry in 
order to keep our countries prosperous 
and strong.” 

Coffee is the number one commodity 
shipped through the New York Port 
\n average of 114 billion pounds arrive 
at the port yearly 

Miss Prado, daughter of a prominent 
Brazilian physician, formerly attended 
Oklahoma A & M College for a one-year 
course in languages and textile design 
York, she visited 
Philadelphia, 
Francisco and Los 


\fter leaving New 
Washington, Annapolis, 
New Orleans, San 
Angeles. 

@ @ His many friends on “The Street” 
are happy to learn that Charlie 
is back in harness again, after a short 


Rogers 


retirement 

Charlie is now with Bache & 
the commodity department 

Prior to his present connection, Charlie 
had been with the Irving Trust Co., for 
32 years, most of the time in the inter- 
national banking division. 

His many friends in the trade wish him 
all the best in his new connection. 





hilfee 


NEW YORK 





A. L. Ransonorr Co., Inc. 


108 Front Street 











Learning the technique of coffee 


roasting is easy with a copy of 


The Coffee Man's Manual 


The Spice Mill 


106 Water Street 


$2.50 


New York 5, N. Y. 








COFFEE & TEA 


INDUSTRIES and 








| BOwling Green 9-0189 


JAMES A. ALEXANDER 
COFFEE BROKER 


90 FRONT STREET NEW YORK 5. N. aa 








Get your _COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


Balzac Bros. 





C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


79 Wall Street New York 5, N. Y. 








& Company, Inc. 





H. L. C. BENDIKS, INC. 
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Cable Address: CAULCAFE 











Wm. Hosmer Bennett & Son 
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JAMES W. PHYFE & CO., INC. 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 











Reaud-Geck Corporation 
Mexican—Santo Domingo— Ecuador 
Guatemalan— Venezuelan 
Cuban — Africa 


Coffees NEW YORK 


59 PEARL STREET 








S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST — MADAGASCARS — UGANDAS 


Cables: Cafruki, New York 
25 Broad Street New York 4, N. Y. 











REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


104 FRONT ST. NEW YORk 








ERNEST SINGHOFEN & C0., INC. 
Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 
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‘C. H. D'ANTONIO & CO. 
Coffee 


BROKERS e AGENTS 
110 Board of Trade Building, New Orleans, La. 
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present day spice consumption 


(Continued from page 67) 


By HARRY LANE 


@ @ Personnel changes have taken place 
Superior 
Jack Koretos left to work for the 
‘oO. in an 
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indicated by reports of large sales in- 


is very possible, as 
creases in packaged items, that our homemakers have been 


instrumental in preventing a decline of considerable pro- 
portions. 

Four of our leading grinders recently disclosed their sales 
experience with 28 staple items of the trade. In the period 
1947-57, these companies had an average sales increase of 
319% in the spices reported. Three out of the four noted 
increases in 21 of the 28 items and the other had gains in 
17 products. The number of spices showing declines ranged 
from two to seven with the difference made up by items 
for which there were no comparisons. 

The greatest increases were shown in the products that 
are entirely or primarily produced in the U.S. (Le., dehy- 
drated onion and garlic items, parsley flakes, red pepper, 
chili powder, etc.). Here there was an average sales gain 
of 499%. Among the spices and herbs that are mostly 
derived from imports, the average increase was 239%. And 
among the top ten dollar volume imports (based on 1957 
figures) these firms reported an average sales increase of 
95%. During this ten-year period, incidentally, U.S. popu- 
lation increased about 19%. 

The largest single 
(4,600% ). One grinder had a 3,000% gain in basil, an- 
other saw a 1,600% rise in marjoram sales. The greatest 


increase was shown in oregano 


single decline was one company’s 66% drop in allspice sales. 
Many items showed both gains and losses, according to the 
individual experience of the firms reporting. These in- 
cluded allspice, caraway seed, celery salt, cinnamon, cloves, 
ginger, nutmeg, onion salt, paprika, pepper, poppy seed, 
red pepper and sesame seed. No item declined with all 
four companies. 

Naturally, the experience of only four grinders cannot 
be represented as the performance of the industry in general, 
but their figures are still interesting to note. 
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there are both good and not-so-good trends in the indi- 
vidual commodities. Some have shown remarkable gains, 
others have merely kept pace with rising population and 
still others have falien behind the per capita consumption 
enjoyed 30 years ago. In certain cases, technological change 
in a major market has lowered demand. In other instances, 
a switch in preference has hurt one item and boosted an 
other. Still others have been victims of supply and price 
squeezes while others have boomed on the strength of a 
new food craze 

This is not to minimize the importance of a trend in 
any particular spice, but at times it is valuable to stand back 
look at the 
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Yamawaka Maru Yamashita NY7/17 Pa7/23 Ba7/24 Nf7/27 
Turandot Barb-Wn LA7/9 NY7/23 
Nicoline Maersk LA7/11 NY7/27 
Johannes Maersk SF7/26 NY8/12 
Yamakimi Maru Yamashita NY8/17 Pa8/23 Ba8/24 Nf8/27 


YOKOHAMA 


Minx Pioneer 
Johnson Am-Pres LA5/26 S$D6/1 SF6/3 

Rita Maersk SF5/25 NY6/11 

Oakville Barb-Wn LAS5/29 NY6/13 

Cleveland Am-Pres SF6/5 LA6/10 

Yarmakuni Maru Yamashita NY6/24 Pa6/30 Ba7/1 Nf7/3 
Troubadour Barb-Wn LA6/9 NY6/23 

Harrison Am-Pres LA6/8 SD6/14 SF6/16 

Eftie Maersk LA6/11 NY6/26 

Tungsha Barb-Wn LA6/21 NY7/5 

Hoover Am-Pres SF6/19 

Chastine Maersk SF6/25 NY7/13 

Fernmoor Barb-Wn LA6/29 NY7/13 

Yamawaka Maru Yamashita NY7/17 Pa7/23 Ba7/24 Nf7/27 
Turandot Barb-Wn LA7/9 NY7/23 

Nicoline Maersk LA7/11 NY7/27 

Johannes Maersk SF7/26 NY8/12 

Yamakimi Maru Yamashita NY8/17 Pa8/23 Ba8/24 Nf8/27 
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‘Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal, C.Z 











CLASSIFIED ADVERTISEMENTS 


Rates: sad” Sal —_ sifo $3.50; 1” $6.00 


S00; 4” $18.00 
word. $1 minimum. 








Used can body 


soldering 


minimum 


mininium 


1 or s21K oor 


EQUIPMENT WANTED 


former less notching and 
attachments Bliss Model #12, 
similar Can diameter 1” 
maximum; can height lad 


5” maximum Reply Box 40, c/o 


offee & Tea Industries 





BETTER COFFEE 


can be made in 


Clean Equipment 
Write for a sample package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 





Spices: by JOS. K. JANK 


Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 


Price $3.00 


Write to The Spice Mill Book Departinent 


106 Water Street New York 5, N. Y. 





“THE BOOK OF SAUCES” 


One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 


size. 
only $3.00 


Coffee & Tea Industries 
106 Water St New York 5, N. Y. 











YOURS for the asking 


is a monthly “Reader 
of Coffe e & Tea Industries. The 
hooklets 


Servic e 
listed on page 28 of 
this issue contain specialized, de- 
tailed imformation on various 
This literature is yours 


for the asking. 


ubjects. 
Merely fill oul 
the coupon and mail. 
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Otis McAllister 


P.C.C.A. Greetings 
Pan-American Coffee Bureau 
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San Francisco, Port of 

Santa Maria Chili Products 

Schonbrunn & Co., Inc., $8. A 

Singhofen & Co., Inc., Ernest 

Sokol & Co. 

Sol Cafe Manufacturing Corp. 

Stahl & Cia, Suc., Maximo 

States Marine-Isthmian Agency, 
Inc. 
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CAN YOU 


AFFORD TO BE WITHOUT IT? 
See Page 3 














We've said it hefore 
and we say it again... 
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rivate Label Instant Is Your Guarantee of Profit 


(@)é, Manufacturing Corporation 
—— 180-04 BRINKERHOFF AVENUE - JAMAICA 33 a. of 


HERE’S WHERE THE COUNTRY’S 
FINEST PRIVATE LABEL BRANDS 





ARE BLENDED 


(msTANT 


Corret 


“0. puns cor” 


“THE BLEND'S THE THING!” 


. with HOLLAND HOUSE coffee (regular 
and instant) and HOLLAND HOUSE tea, 
exclusive products of the Eppens, Smith 
Company, Inc. 


EPPENS, SMITH CO., INC. 
520 Secaucus Rd. Secaucus, N. J. 


Established 


1835 


LOngacre (N. Y.) 3-6264 


The extensive facilities of Eppens, Smith Co., Inc.'s 
modern, new plant can be put to work for you, roast- 
ing, blending and packing your own private label 
brand coffee or tea. 


COFFEE SERVICE 


Since 1855 we have been Importers and Jobbers of 
a full line of green coffees, Roasters, Blenders, and 
Packers of highest quality coffee. Our service in- 
cludes: supplying green coffee, roasting and blending 
to your specifications, packing under your label .. . 
including instant coffee: samples of your coffee 
matched and prices quoted. 


TEA SERVICE 


Since 1855 we have been direct importers of teas 
from all tea producing countries. We, therefore can 
supply you with all your requirements for bulk tea, 
and tea bags. We will pack to your specifications 
and under your label. 


Our modern plant, conveniently located for highway 
and rail transportation, plus the Eppens, Smith 
Company's 102 years of experience, assure you the 
lowest prices for quality products, and the utmost in 
dependable service. 


Ted Seidel, Manager, Baltimore 
4033 West Rogers Ave 

E. Lee Foster, Manager, Boston 
156 State St 

Herbert Powers, Manager, Phila 
53 S. Front St 

F. M. Bade, Buying Office 
100 Front St., New York 


UNion 5-0200 











